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BOTANICAL THE KOESTER SCHOOL 
325 WEST MADISON STREET 367 WEST ADAMS STREET 
For 37 Years the Leading Decorative House Correspondence Instruction 














W. L. STENSGAARD & ASSOCIATES, INC. NATIONAL CARD, MAT & BOARD CO. 


MERCHANDISE MART 4318-36 CARROLL AVENUE 
Window Display Producers and Counsellors Showcard Boards—Mat Boards 
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THE DISPLAY MECCA OF THE WORLD 




















MESSMORE & DAMON, Inc. MILEO’S NEW LINE OF MANNEQUINS 
Creators of Mechanical Displays for Show Window Will either sit or stand—Flexible Arms and Hands 
and Advertising Purposes which can be used in any position desired. 
404-408 W. 27TH STREET MILEO—44 EAST 8TH STREET, NEW YORK 
J. R. PALMENBERG’S SONS, Inc. EINSON-FREEMAN CO., Inc. 
Display Fixtures and Mannequins Lithographed Window and Counter Displays 
Complete Display Equipment for National Advertisers 
STARR AND BORDEN AVES. 
eS a LONG ISLAND CITY, N. Y. 











THESE DISPLAY SPECIALISTS ARE READY TO SERVE YOU 






































DISPLAY 


WORLD 


Title Registered U. S. Patent Office 


DISPLAY’S 





Volume XXIIl_ Number 4 


COVER 


The cover on this issue of DISPLAY 
WORLD reproduces Hugh Carter’s ex- 
terior decorations for Gerber’s, Mem- 
phis, Tennessee, 1932 Christmas. The 
building decorations were very strik- 
ing, whether viewed at night or dur- 
ing the day. The hugh garlands of 
natural preserved foliage were studded 
with colored lights. A large wreath 
is suspended in the center of each 
bank of windows. The entire stretch 
of second floor windows were also dec- 
orated for the occasion. These decora- 
tions consisted of wallboard panels 
painted with Christmas scenes; large 
holly wreaths appeared in the center 
of alternate windows. The _ street 
windows were also decorated for the 
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“DISPLAY HAS A JOB ON ITS 
HANDS TO WIN BACK CONSUMER 
CONFIDENCE. AFTER A PERIOD 
OF TRADING DOWN, DISPLAY 
FACES A PERIOD OF TRADING 
UP. IT IS AN OPPORTUNITY.” 

LAWRENCE G. MEADS. 


OUR NEXT ISSUE 


Berman Speaks of Displays Conti- 
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FOR THE STORE 


Make all of your own decorations, cutout letters, display settings, fixtures, 
interior decorations, booths, etc., in the very latest style with the Cutawl. 
It saves the money formerly spent in buying ready-made decorations. Pays 
for itself in the first few decorations you make. There is no other tool 
cbtainable that will do the work of the Cutawl. 


THE NEW IMPROVED K9 


Just out—a new Cutawl with two speeds that will cut up to three thicknesses 
of wallboard or % inch of soft lumber.. Its improved chisel head mounted 
on ball bearings and new style chisels make for more perfect work and much 
greater cutting speed and accuracy. 


GET MORE BUSINESS 


With improved conditions you will want the most effective business getting 
dispiays that can be created. A Cutawl will enable you to get them at mini- 
mum cost. You need good equipment NOW to get the most out of better 
business conditions. Buy one at once—don’t delay. 


You will want to know all about the new K9. Descriptive circulars are now 
ready. Send for one at once. Use this convenient coupon. 


INTERNATIONAL REGISTER CO. 
13 SOUTH THROOP STREET 
CHICAGO, ILL. 
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MAIL THIS COUPON AT ONCE 
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Reorganized 1.A.D.M. Seeks 
Display’s United Support 


Chicago Conference Elects Carl V. Haecker President 
—Regional Vice-Presidents to Play Big Part in 
Program—Annual Dues $10.00 


Sunpay, October 8, at the Hotel Sherman, Chicago, there 
assembled 108 displaymen from seventeen states in twenty-nine 
cities in response to nation-wide call for an emergency meeting 
made by James H. Everetts, chairman of the executive com- 
mittee of the International Association of Display Men. The 
demand for this meeting was made by the Chicago Display 
Men’s Club, who sponsored it, and whose energetic work in 
its promotion is an outstanding contribution to the welfare of 
the entire display profession. 

It is interesting to note that there were present five former 
I. A. D. M. presidents, namely Ben J. Millward, Jack Cam- 
eron, Joe Chadwick, W. L. Stensgaard and James H. Ever- 
etts. Every section of the country was represented by the 
attending delegates, but most impressive was the fact that 
resolutions in support of the effort to reorganize the I. A. 
D. M. were received likewise from all sections of the country 
signed by hundreds of displaymen. It was evident at the very 
outset that those present had received a mandate from the 
display profession to accomplish something definite and prac- 
tical, and they will not be disappointed for the reorganization 
plan adopted insures the development of an active and effec- 
tive national organization. 

James H. Everetts, chairman of the I. A. D. M. executive 
committee, called the conference to order with a minute of 
silent prayer and then stated the purpose of the meeting and 
asked for the cooperation of all present in the task to be un- 
dertaken. J. W. Campbell, display manager, Carson, Pirie & 
Scott, and president the Chicago club, then delivered the ad- 
dress of welcome and emphatically asked for the restoration 
and revitalization of the I. A. D. M., which he stated would 
be an early accomplishment judging from the enthusiastic 
responses he had received from display leaders everywhere. 


“" a at bes ‘> —_ 7 


i 


J. D. Williams, executive director, Chicago Display Club, then 
took charge of the meeting as chairman. 

N. Silverblatt, business manager, DISPLAY WORLD, in 
the absence of Jack T. Chord, editor, presented a paper 
entitled, Display’s Ten Commanédents, exhorting the display- 
men of the country to a realization of their responsibilities to 
themselves and to their comrades and appealing for real co- 
operation. In closing Mr. Silverblatt offered the following 
remarks, 

“This conference should prove to be an epochal moment 
in display history. There are assembled here today more 
than one hundred displaymen who have come for a common 
purpose: To lay the foundation for an effective national 
organization that shall render a practical and helpful service 
to all those who earn their livelihood from display work. 

“There rests upon you a great responsibility and a man- 

date from many hundreds of displaymen from all sections of 
the country—north, east, south and west. This responsibility 
is a challenge to you—please don’t fail the men who have 
their eyes focused on Chicago for action. 
...“The deliberations today should prove an inspiration and 
probably a revelation to you. The common unity of purpose 
that has motivated your presence has already proven to me 
that any organization resulting from these deliberations will 
receive the cooperation and support of the entire display pro- 
fession. Your own very future is at stake. Either you are 
going to be orphans in the business world or a respected and 
recognized group of skilled and productive retail executives, 
receiving the kind of remuneration that is in keeping with 
your great calling. 

“The importance of your work has been greatly misunder- 
(Continued on page 25) 





—Delegates at luncheon during the I. A. D. M. emergency meeting, Chicago, October 8, 1933— 
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’ for all good men 


to come to the aid 


of the Christmas 


by suggesting practical items of great utility and moder- 
ate cost, the things you buy yourself, the year round, 
at Kennedy’s. Plenty of everything, including man 


power and patience. Values typical of our leadership. 


20 Suggestions for 11th Hour Shoppers: 


NECKWEAR SWEATERS 
PAJAMAS BATHROBES 
SLICKERS LOUNGING ROBES 

WINDBREAKERS HOSIERY 
MUFFLERS GARTERS 
GOLF CLOTHES BELTS & BUCKLES . 
JEWELRY GLOVES 
SHIRTS HANDKERCHIEFS 
DRESS VESTS RADIO JACKETS 
SUSPENDERS SILK SCARFS 


HINT: A Gift Certificate for the 
¢ man who is hard to please 


KENNEDY’S 


Summer and Hawley - open evenings until Christmas 


BROCKTON LYNN SALEM HYDE PARK 





WORCESTER BEVERLY 





HARTFORD 





SPRINGFIELD 





BOSTON PROVIDENCE 
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BU Y WITH CONFIDENCE AT KENNEDY’S 


* 


—On the left we find a reproduction 
of one of the “Kennedy” ads for 1932 
Christmas. This advertisement shows 
the splendid use of the figure draw- 
ings. (Imagine the introduction of 
these figures in a display! )— 


* 


—The group of eight figure drawings 
reproduced at the bottom of this page 
were used in eight other “Kennedy” 
advertisements. These figures sug- 
gest tremendous decorative display 
possibilities— 


* 


—Two small “Kennedy” ads are re- 
produced on the opposite page. The 
figure drawings in these ads, like the 
other figure drawings, also suggest 
smart display adaptations— 


* 


Cctoter, 1923 
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A New Way to lalk 
About Christmas 


By FLOYD HARDY 
Boston, Mass. 


Now is the time for all good displaymen to come to the 
aid of Saint Nicholas in the production of Christmas displays. 
The title of my article, “A New Way To Talk About Christ- 
mas,” will probably suggest the idea that I am going to rec- 
ommend the use of the smart figure drawings for additional 
advertising layouts. My real intention is in the suggestion 
of window displays using the figures appearing in the “Ken- 
nedy” advertisements for Christmas background panels and 
window decorations. The adaptation of the figures for such 
display work will appear very simple to some displaymen; 
other displaymen will find their consideration of background 
displays using the figures limited to just background or en- 
semble panel consideration, and as such consideration is in- 
deed limiting the wide use of the figures I intend to go into 
detail and suggest definite display ideas. 

I have suggested the idea of using the modern figure draw- 
ings for ensemble background panels. Such use of the fig- 
ures will indeed be simple. The displayman can take any 
figure, enlarge it to fit the ensemble panel, build it in two or 
more reliefs, paint it attractive colors and use it as the center 
panel in any Christmas window. The adaptation of certain 
of the figures of ready-to-wear displays can be made very 
easily. Two of the drawings at the bottom of the opposite 
page represent figures of women—the figure sitting in the 
question mark, and the figure on the left immediately below. 
Using these two figures as a basis of design, the displayman 
can appreciate how easily certain of the other figures can be 
changed to represent the feminine sex. 

If the ensemble background idea is going to be used, the 
smart displayman will so arrange his Christmas display front 
that a different ensemble panel design will appear in each 
window. One window will display ready-to-wear; one win- 
dow will display gift suggestions for ladies; one window will 
display clothing; one window will display g fts for men; one 
window wili be devoted to toys; one window will be devoted 
to gifts or clothing for children. If the store doesn’t happen 
to have six windows—six being required for the display front 
suggested— it will be necessary to devote a window to ready- 
O-wear and gifts, clothing and gifts, and toys. If the store 
aas but two windows, one window can be devoted to gifts and 
clothing for men and women, with the other window featuring 
toys. Inasmuch as the front will be changed at least once a 
week for several weeks preceding Christmas, the entire lines 
of Christmas goods can be shown. The store having a battery 
of windows will not experience very much trouble with ihe 
presen.a‘ion of the various lines of goods. 

Where a store, in using the ensemble panel idea, is limited 
for window space, I suggest the development of an ensemble 
panel design that suggests a general Christmas idea. Such 
an idea for an ensemble panel design is suggested in the 
Santa Claus sketch shown at the lower right-hand corner 
of the opposite page. This design idea cou!d be developed 
into a very interesting ensemble panel in front of which either 
toys or any line of men’s or women’s gift goods could be 
displayed. The <ame is true of the design of the man carrying 


the Christmas tree, the figure of the man carrying the lantern, 
ard the figure of the man ringing the bell. 

Certain large stores, using these figures in the develop- 
ment of their Christmas displays, will not be interested in 
using the ensemble panel idea. A complete background will 
be developed. In the development of a complete background 
display, I suggest the enlargement of the figure to gigantic 
proportions with the idea of the scene suggested by the design 
also enlarged to serve as a background for the figure. More 
than one figure can be used in a display. For example, 
enlarge the suggestion of the buildings appearing at the 
bottom of the two sketches containing the figures of the 
men carrying the lantern and the figure ringing the bell. 
Enlarge the figures, reverse the position of one figure and 
have them both marching the same way. A similar idea 
could be developed by enlarging the building design suggested 
in the reproduction of the advertisement appearing at the top 
of the opposite page. The two figures in this sketch would 
also be enlarged, with an actual rope connecting the figures. 
The scenic design in the sketch of the figure carrying the 
Christmas tree could also be enlarged with several figures, 
all carrying Christmas trees, wa'king in front of a back- 
ground of silhouetted trees. 

Inasmuch as all backgrounds will be very plain, I suggest 
the idea of prominent background copy. Such heads as sug- 
gested by the three advertisements reproduced here could be 
used, or the store could use its own slogan or the slogan de- 
veloped by the advertising department for 1933 newspaper 
advertisements. Such slogans as: Practical Gifis, Let This 
Be Your Christmas Store, Santa Claus Has His Headquarters 
Here, We Have What She Wants for Christmas, etc. 
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GIVE HIM SOMETHING TO WEAK 





PRACTICAL GIFTS WARM GIFTS 


for a man’s comfort for cold-blooded men 


Even the young bloods have taken to 
or men who are outdoors either 


staying at home more frequently. But 
neglected or forgotten are many of the because they like to be, or because they 
have to be. It makes no great differ- 


house coats and things that make an 
evening comfortable and pleasant. So ence. Here is a glove that will warm 
his heart quite as much as it will his 


Kennedy's wish to remind you of: 
hands. And it won't cost a great deal 
Blanket Robes, generally the favor- either . .. a typical Kennedy value. 
ites of even the man who owns 
several kinds - $5 to $10. Flannel 
Robes at $4.95 to $10 and more. 
Smoking or Radio Jackets. as they’re 
now called, $5 and more. Or give man who drives would thank you 
him a Gift Certificate and let him for a pair. Other gloves from $2.95 
choose his own. upward. © Give a Gift Certificate if 


KENNEDY’S KENNEDY’S 


Summer and Hawley 
OPEN SATURDAY EVENINGS OPEN SATURDAY EVENINGS 


Fur lined Cape or Degrain, expertly 
stitched, smart in appearance despite 
great uility - and only $5. Any 
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—tThe illustration at the 
left is self-explanatory; it 
represents the Stix, Baer 
and Fuller “lion act.” 
- This act was performed 
by real lions, and did the 
“kids” love it? The toy 
department was packed 
for every performance— 


The Christmas Lions 
Roar In Jt. Louis 


By CARL H. SHANK 
Stix, Baer & Fuller 
St. Louis, Mo. 


Wuen we speak of the Lions that Roar in St. Louis, we’re 
referring to the Stix, Baer and Fuller wild animal act which 
consisted of seven jungle lions from the Hagenbeck Wallace 
Circus with their trainer Captain Jules Jacot. The act was 
performed every half-hour in a steel arena constructed in a 
jungle setting in the Stix, Baer and Fuller Toytown. Captain 
Jacot proved to be very popular with his audiences and after 
each performance he was swamped with requests for auto- 
graphs. Bleachers in the theatre around the arena add to the 
circus atmosphere. The bleachers were filled at each per- 
formance. Between the shows a wire cage filled with eight- 
een green monkeys, also in Toytown, prove to be a greai 
source of fun and amusement to grownups and children. 

The Lion act at Stix, Baer and Fuller is the first animal 
act of its kind to be introduced in a department store in St. 
Louis. The crowds attending the show prove that the idea 
back of the act was sound “toy department showmanship.” 
On the opening day, November 19, approximately 28,009 
people attended the shows, and on the day af:er Thanksgiving, 
when the schools were closed, it was estimated that better 
than 50,000 persons saw the shows while thousands were 
turned away. The total number of visitors to the store was 
more than 150,000—the largest, single-day, to:al in the history 
of Stix, Baer and Fuller. 

Rex de Rosselli, a representative of Hagenbeck Wallace 
Circus, announced the act and gave a short talk about the 
animals and their trainer at each performance. Rosselli was 
aided greatly in his talks by the use of a Coronado Broad- 
casting outfit—a compact machine which carried his voice 
over the theatre when filled to capacity. At the end of each 
performance Rosselli announced the other big Stix, Baer and 


Fuller “Toy Department” attraction—a Fun House. The 
children would be led to the Fun House by a circus barker. 
The barker’s job was to announce the Fun House and its 
many features, 

The toy windows also created considerable attention. 
These windows were in keeping with the circus atmosphere 
of the Toy Department. Red velour drapes covered the en- 
tire backs of the toy windows. A circus tent valance was 
used across the front of the windows. The copy on the 
circus valance read: “Come To The Big Show In Toytown.” 
In the center of each toy window was a large open book, 
the book in each window being 10 feet long and 6 feet high. 
The pages of the books form interesting scenes from fairy 
tales. These scenes are animated with Tony Sarg’s mechani- 
cal characters. The scenes in each book are set in shadow 
boxes cut out of each side of the book forms. Above each 
set of figures are the rhymes from the fairy tales. On each 
side of the books a Christmas tree cut-out was placed. The 
cut-outs contained shelves for the disp‘aying of toys. 

The gift merchandise was displayed in a series of windows 
which had for a background a set of tubular columns covered 
with white material. In the center of each gift window a 
white vicus Christmas tree appeared. These trees were 
studded with silver berries. The trees were set about 12 
inches in front of a blue panel on which silver stars were 
appliqued. Floor platforms and plateaus were used for fix- 
tures. The gift merchandise was displayed on the platforms. 
The platforms were covered with the same material used in 
covering the tubular columns. 

The ideas contained in this story of the Stix, Baer and 
Fuller 1932 Christmas should prove helpful to many stores in 
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planning their 1933 Christmas decorations and toy depart- 
ments. St. Louis wasn’t the only city whose department stores 
had interesting displays. I think the reader will welcome a 
brief review of toy departments of other stores. In New 
York City, the day afier Thanksgiving found the majority 
of toy departments in the metropolitan area- celebrating the 
official opening of the Christmas season. On this day, which 
was a school holiday, thousands of children accompanied by 
their parents paid a visit to Santa Claus and enjoyed the 
various features in the toy depar.menis. 


Macy’s annual Thanksgiving Day Parade marked the open- 
ing of their holiday department. The Blue Groito was one 
of the features of the toy department. A ticket was purchased 
for 39 cents. The ticket entitled the holder to a surprise 
package and a trip through the Grotto. Midgets, taking the 
part of Santa’s helpers, showed the children through the 
cavern and distributed the gift packages. 


Gimbel’s featured both Santaland and Toyland. Santaland 
was located on their sixth floor, directly above the toy depart- 
ment, and was made to resemble the frozen North. A number 
of igloos made up a village known as Iceland. Santa made 
his home in one of the Eskimo dwellings. For the sum oi 
25 cents the children were given an Iceland package and con- 
ducted to Santa’s throne by an Eskimo. Along the sides of 
the path which led to Santa’s throne a number of igloos were 
constructed; the igloos were filled with toys. The Gim & 
Bell Marionette Theatre was located adjacent to Iceland and 
hourly performances were given. The toy department deco- 
rations consisted of large base drums used as chandeliers 
over the lights. The pil’ars were numbered and signs on 
them informed the customers of the type merchandise to be 
found in each section. Mural paintings of animals decorated 
the walls. 

B. Altman & Co. had a Marine Christmas. Decorations 
of the windows and toy department carried out that fact. 
The large corner toy window background consisied of a re- 
production of the Eastern and Western hemispheres. Across 
the background, in large white letters, ran a sign which read, 
“Around the world with the Gift Ship.” In the center of the 
display was a large boat filled with toys. Another window 
presented St. Nicholas standing in a seashell. This “marine 
sled” was drawn by two large white seahorses, alongside of 
which several comical looking fish, wearing clown hats, swam. 
Altman’s main floor decorations carried out the same general 
theme introduced in the windows. The pillars were decorated 
to resemble the masts of a sail boat. There were booms at 
the bottom of the pillars to which were fastened colored ropes 
leading to the top of the masts. The high-light of the toy 
department was the Gift Ship. Two pillars formed the masts 
of this sailing schooner, which was filled with a cargo of 
toys. Santa was captain of the ship and he had a large 
throne on the poop deck. The counters and shelves of the 
toy department were decorated with waves at the base and 
colored wooden figures of all forms of sea life on the sides. 
Sailors’ ladders led up from the corners of the counters to 
poles carrying pennants desiznating the merchandise to be 
found in each particular section. 


James McCreery & Co. fashioned their Christmas depart- 
ment at.er a circus. Colored wooden figures of animals dec- 
orated the walls. Animals were shown b2hind the bars above 
the elevator banks, so that they appeared to be in cages. The 
clerks were attired in clown costumes, thus adding color to 
the circus aimosphere. The children visiting this store were 
given a book to color and enter in the Coloring Contest. 
Two large window displays carried out the idea of the circus. 
The windows contained mechanical figures of clowns and 
elephants. The antics of the mechanical figures caused the 
passers-by to stop and watch their antics. 
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—The display at the top of this page shows the adaptation of 

Stix, Baer and Fuller’s Christmas display backgrounds for gift 

accessories. The same display background was used throughout 
the front— 


—The Stix, Baer and Fuller toy windows featured the “big show” 
in “toytown.” The window backgrounds were arranged to suggest 
a circus tent. Large Christmas tree cutouts display toys. The scenes 
from fairy-tales, appearing in the cen‘er of every toy window, 
were produced in three dimensions wi‘h the figures animated— 





—As is suggested in the giit acccssory disp'a”, the Stix, Baer 

and fuller Christmas background coud be used to exceptional 

advantage to display all line: of goods, the disp'ay opposite fea- 
turing “Clothes for Winter Play Days”— 
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self. There are toys, playful and philosophical. 
Games that run the mental gamut from chess to 


ton Toy World. Don't let the Younger 
, Generation have to remind you! 


SEVENTH FLOOR 


 OVINGTON’S 


Gift Shop, Inc. 
FIFTH AVENUE AT 39TH STREET 
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Akove: Rhinestone 


Bracelet in a new link 


Street Floor 


style—beautifully cut 
and set. 
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IDEAS FROM 
THRE ADS 


By JOHN TIMOTHY 
Publicity Specialist 
Portland, Oregon 


I HAVE long wondered why so few stores take advantage 
of the splendid opportunity of effecting a direct tie-up be- 
tween newspaper advertisement and window display. We must 
admit that many newspaper advertisements are more effective 
than store window displays appearing during the time the 
advertisement is run in the papers. I appreciate the “life” of 
the advertisement in comyarison with the “life” of the window 
display—the newspaper advertisement is changed for every 
edition, while the window display must remain intact for the 
duration of the event. However, what is there to prevent an 
harmonious tie-up of advertisement and display with subse- 
quent advertisements following the lead of the original ad- 


‘vertisement? Many stores follow this idea, but these stores 


are too few. 

But let’s get back to the idea of effecting a direct tie-up 
between advertisement and disp!ay. I won’t linger on the 
subject of the effectiveness of such presentations; I believe 
the reader, by comparing the four examples shown with this 
article, can form his own conclusions of such effectiveness. 

Let us spend a few moments considering the four displays 
and advertisements pictured here. In the “Abraham & 
Straus” advertisement, we find the figure of a modern Santa 
posed behind a gift box with appropriate gifts arrayed in 
front of the box or chest. We take our display idea from 
this arrangement. The window floor is arranged or built on 
a slant with the chest resting on the angle formed by the 
slope of the floor. Santa appears behind the chest on the 
window background, much in the same position that he takes 
in the advertisement. The natural slope of the window floor 
would be used to exceptional advantage in the presentation 
of gift merchandise. Colors for disp!ay background presen- 
tation must remain with the displayman, but modern color 
schemes will prove most effective. I suggest a background 
of a solid color—red, blue, green, white, gold, silver, with the 
decorative effects worked out in the colors not used on the 
background. 

The “Pogue” advertisement suggests the possibilities of 
adapting an advertisement sketch for background display, 
with the sketch forming the background design. Inasmuch as 
the adverticement suggests small gift items, I have so ar- 
ranged the window display that countless gift items can be 
shown. This is done by the construction of a series of dis- 
play platforms. Bulky merchandise can be merchandised in 
this display by eliminating one or more of the platforms. 

The “Lord & Taylor” advertisement, like the “Pogue” 
advertisement, introduces the figure design for background 
design and merchandises the gift goods on a series of display 
platforms. Like the “Pogue” advertisement, bulky merchan- 

In the “Ovington” advertisement we have a display possi- 
bility that will make an exceptional window presentation. 
The display reproduces the advertisement decoration in the 
center of the window, and builds display shelves on each side 
of the window. The wreath could be so built that a niche 
could be introduced behind the wreath for the presentation 
of a marionette show, a moving belt with toy features, or a 
mechanical toy display. 
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Designing and Installing 
The Xmas Display 


By GEORGE A. SMITH 
Display Specialist 
New York City 


On E of the most interesting phases of window display is the 
development of a window display background from a window 
display background sketch. The idea of showing this develop- 
ment in the form of an article isn’t new; but I don’t believe 
this form of fundamental display background construction has 
been presented for several years. Inasmuch as this is the 
season of the year when every store makes some sort of an 
attempt to effect a background change, and as a great num- 
































ber of stores find the development of window background 
sketch and window background rather difficult, this presenta- 
tion of the subject should prove interesting and, I hope, 
helpful. 

When the window display background is to be changed, 
the first consideration is an idea. Display background ideas 
are very easy to find, it being the best adaptation for window 
presentation that is difficult. By far the most important con- 
sideration for the displayman to solve is the consideration of 
decoration. The background must be decorative, yet it must 
not be so decorative that its true purpose—that of presenting 
an attractive setting for the display of the goods to be sold— 
is lost. Simplicity in background displays must be obtained. 
It is far better to have a window background be extremely 
simple than too decorative. 

Once the idea for the background has been developed, it is 
usually a very easy matter to put this idea on paper for the 
approval of the store manager. This phase of window back- 
ground work is undoubtedly the most difficult one for most 
displaymen. Fortunate indeed is the displayman that is 
capable of expressing his ideas on paper. The displayman 
capable of such means of idea expression saves much valu- 
able time in the actual construction of the window display as 
he is able to change the idea on paper before construction 
is started on the actual background. 


It is true that even the most experienced displayman will 
make several minor changes in the finished background dis- 
pay, but such changes are usually very minor ones, and 
such changes can usually be made in the window after the 
display has been installed. Such a change was effected in 
both displays pictured with this article. The reader is given 
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an opportunity to study my original sketches—piciured on the 
left page. In the original sketch of the Santa Claus display, 
I suggested the idea of introducing a star at the top of each 
Christmas tree. These stars do not appear in the finished dis- 
play—I found, as the finished Christmas trees were made of 
metal, the star was not needed. The reader will also notice 
that two sprays of foliage have been added to the Santa 
Claus display—one on each side of the background, while 
several cut-out stars have also been added to the background. 

The only changes made in the other finished background— 
the small display—is the addition of a display platform at 
the base of the large disp!ayer, and the introduction of several 
cut-out stars on the background proper. In the small back- 
ground sketch the reader will also notice that the placement 
of the background design has been reversed—the Christmas 

























—At the top of the opposite page I 

show the actual sketch prepared for 

the window background shown at the 
top of this page— 


—At the bottom of the opposite page 

is shown the actual pen sketch of the 

window background shown at the 
bottom of this page— 


—It is a very simple matter for the 
displayman to actually prepare his 
backgrounds on paper. The photo- 
graph at the top of this page shows one 
of my background ideas installed— 


—There will naturally be some few 
small changes in most every back- 
ground sketch, but in the main the 
finished product is almost an exact 
counterpart of the original idea— 


tree in the original sketch appears on the right side of the 
sketch; the Christmas tree in the finished display appears on 
the left. 

Color, in the development of the background display, will 
be the easiest thing to change; but it also stands to reason 
that color will probably be the last thing to b2 changed. One 
of the first considerations that a displayman has for his win- 
dow background is color. He usually plans the color scheme 
before the display is designed. In Christmas, 1933, displays, 
I suggest that color be given very careful consideration. The 
old idea of using just red and green for Christmas displays 
has become a bit antiquated. The modern displayman intro- 
duces red and green into his Christmas displays, but he 
introduces them sparingly. The modern displayman will use 
blue, gold, silver, and black for 1933 Christmas displays. 
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WELVE MORE SHOPPING DAYS! 
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Display Backgrounds for 
Christmas 1933 


Curistmas isn’t such a bad time for displaymen—that is, 
if the old problem of “something different” has been solved. 
Christmas is the one season of the year when the store will 
“spend money” for displays, and with the “ideas” that are now 
available for “different” displays, there is no reason why the 
Christmas display problem should be difficult. We aren’t say- 
ing that every store will want a modern Christmas. But if a 
modern Christmas is wanted, three very modern display ideas 
are shown with this article. If the store wants a more con- 
servative Christmas, we refer the reader to the thirteen en- 
semble background sketches also shown with this article; or, 
certain other Christmas displays illustrated elsewhere in this 
issue will suggest many other adaptable display ideas. 


TWELVE MORE SHOPPING DAYS! 


Where is the store that doesn’t “play-up” the number of 
shopping days left before Christmas in their advertisements? 
Must this idea be an exclusive advertisement “scoop?” We 
don’t believe it should. We present our display adaptation. 
The figure holds the number of shopping days left before 
Christmas in his hands. Each day a number will be elimi- 
nated. By changing the figure of the man also you can show 
the reaction of the shopper who shops early to the last-minute 
rush. The modern Christmas tree displayers at each side of 
the window will feature gift merchandise. 


ENSEMBLE BACKGROUND IDEAS 


In the center of the opposite page we suggest thirteen dis- 
play ideas for ensemble backgrounds. The various panels 
can be used as individual panels or the displayman can de- 
velop an idea for an entire window.background display. Cer- 
tain of the designs suggest the use of ‘more than one panel— 
we are referring to the three large designs in the center of 
the page. With such designs the displayman will use a large 
4-foot panel for the center panel with a small 2-foot panel on 
each side. The displayman can adapt the design to fit his 
display. 

The ensemble panel designs can be developed in but one or 
two reliefs, or the displayman can make his ensemble panels 
just as intricate as he desires. The entire design can be 
painted flat on a panel, or the flat surface of the panel can 
be used as a background for the application of the design in 
one relief. Or the design can be produced in two, three or 
more reliefs. The displayman must decide his own color 
schemes. We suggest a modern color scheme for the most 
effective presentation of the ensemble panel designs. 


GIFTS SHE WILL ALWAYS APPRECIATE 


In our feminine gift display we suggest a rather intricate 
display merchandiser. This merchandiser would be built of 
light lumber and veneer or some type wallboard. While much 
of the effectiveness of our display is derived by our introduc- 
tion of architectural design changes in the construction of the 
platform displayers, the display will prove to be almost as 
effective if a perfectly plain set of platform displayers are 
used. The row of gift boxes can be introduced in relief, or, 
better still, the display background can contain a real shelf 
on which real gift boxes will be placed. This display can 
also be used for displays of men’s gifts by changing the copy 
to “Gifts he will always appreciate,” and changing the figure. 
In the actual reproduction of the display we suggest a dark 


background, with the display platforms developed in red and 
silver, green and silver, or blue and silver. 
MODERN DISPLAY BACKGROUND 

The bottom design on this page suggests a very modern 
Christmas display. The Christmas tree would be worked out 
in metal, glass, or the design could be painted flat on the win- 
dow background. Neon tubes would make a tremendously 
effective tree. The merchandise would be displayed on the 
three shelves and on the display platform at the base of the 
tree. Merchandise on fotms would be placed on the display 
platform. This background idea will be most effective if a 
very modern color scheme with definite contrasts is used. 
FIXTURE SET-UPS 

It is hardly necessary to speak of the fixture set-ups. The 
reader will have no trouble determining which set-up is in- 
tended for the various displays. 
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Macy’s Xmas Parade Goes 
“Up in the Air” 


By FRANK PETRIE 
The Goodyear Tire & Rubber Company, Inc. 
Akron, Ohio 


Groresour, vividiy painted comic figure balioons are 
gaining wide popularity among department stores and other 
concerns desiring to attract maximum attention to special 
events. Demands for the huge figures com2 from every sec- 
tion of the country, according to the aeronautics department 
of the Goodyear Tire & Rubber Co., manufacturers of all 
types of lighter-than-air equipment. Particularly effective in 
parades, where their weird human and animal shapes swaying 
lazily along the line of march cause thousands of spectators 
to jam the sidewalk, the tremendous novelty of the balloons 
may also be used to advantage in sio:e displays or window 
displays. 

Ranging in size from a 177-foot Chinese dragon for parade 
use to 6-foot rabbits for window displays, the balloons are 
made in standard designs or built to specification. Among 
figures recently constructed were a vivid green and yellow 
alligator 90 feet long; a brilliant red bird 40 feet high with a 
wing spread of 28 feet; a 629-foot Gulliver; a dachshund 50 
feet long and 14 feet high; a fat pink and brown pig 26 feet 
long and 13 feet high with a b‘g curly tail, and innumerable 
pirates, clowns, monkeys, elephants, giraffes and other shapes 
from 4 to 14 feet high. 

Air can be used for inflation under practically any condi- 
tion and involves no cost of operation or handling, as infla- 





tion can be conducted very quickly with an ordinary vacuum 
cleaner or with pumps provided with each figure. When used 
for parades, air-inflated figures are usually mounted on very 
low, light-weight trucks which are pulled through the streets 
by marchers. This presents._no difficulty as the rubberized 
fabric is extremely light in weight. 

Should it be desired to have the gigantic figures float above 
the line of march, guided down the street by lines in the hands 
of paraders, it is necessary to use helium, the non-inflam- 
mable, non-explosive lifting gas in place of air. The helium- 
inflated balloons may be released for flight at the conclusion 
of the parade if further novelty is sought. The balloons are 
usually recovered in good condition, as they descend after the 
gas supply becomes reduced to the point where they can no 


‘+ longer float. 


The figures, which are brightly colored with Goodyear 
waterproof balloon paint, preserving the fabric against all 
sorts of weather, may be folded and packed in a conveniently 
small space when not in use. 

Workmen who construct the comic balloons have had 
years of experience in building lighter-than-air equipment, 
including hundreds of free and kite balloons, gas envelopes 
for more than 100 non-rigid airships or blimps, and the outer 
cover and gas cells of the world’s largest airships. 


The 50-foot dachshund 
illustrated jammed traf- 
fic in New York City 
as part of the R. H. 
Macy Co. Christmas, 
1932, parade. The dach- 
shund was but one of 
many helium inflated 
“Goodyear” figures ap- 
pearing in the parade— 
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—It isn’t often that tire 
dealers are given such a 
splendid display as is 
pictured with this arti- 
cle. This “deluxe” Xmas 
display appeared in all 
“Goodyear” stations last 
Christmas. It attracted 
considerable attention— 


MERRY Y 
CHRISTMAS 





DeLuxe Xmas Display 





For Goodyear 


By R. G. HENRY 
The Goodyear Tire &% Rubber Company, Inc. 
Akron, Ohio 


Contrary to the condition in most retail businesses, tire 
dealers usually find that December is one of their low volume 
months—because automobile driving is diminished during 
winter, with a consequent lowered tire consumption, and, 
further, because actual wear per mile on tires is much lower 
on winter roads than on hot summer roads. 

However, increasingly each year tire dealers are putting 
forth efforts to get their deserved share of Christmas shopping 
money by suggesting tires, tubes and tire accessories as 
Christmas. gifts. These items provide the “something dif- 
ferent” and they are also sensible and practical.. The motorist 
whose tires are well worn welcomes with open arms the gift 


of a set of tires, or a pair or even a single tire—which is an 
appropriate gift from a member or the members of his family. 

One of the biggest helps to Goodyear dealers in accom- 
plishing this Christmas gift idea in 1932 was their window 
display. The one shown here is one of two supplied by 
Goodyear to its dealers last December. 

With a silver background panel, and a green light in back 
of the tire flashing against the panel—and a light flashing 
inside the tree—a striking effect is obtained. The buying 
appeal is featured in good taste at the side. 

This display not only sold merchandise but it also created 
goodwill by saying “Merry Christmas” in an unusual way. 





P.C. A. D. M. AT WORK 
Reported by 
GORDON CLARE 


Turn the average man loose on one of Mr. Remington’s 
machines and the chances are that he’ll start out with “Now is 
the time for all good mento...” Revise that to read, “Now 
is the time for every good displayman to come to the aid of his 
association,” and you’ll have a grand heading for this little 
article. 

In case you didn’t know, the Pacific Coast Association of 
Display Men is today a strong, active body working earnestly 
for the good of all displaymen on the coast. Our membership 
is more than double that of any of the boom years and every 
mail brings application from displaymen up and down the 
coast and in the Rocky Mountain States. We have formulated 
a code and have submitted it to the NRA in Washington, 
D. C. We believe that lack of members alone stands in the 
way of its adoption by the government. 

And we have other great things planned for you—a 
monthly display bulletin, an employment bureau, and other 
things. All that we need is the cooperation of enough men 
to go ahead. 

Here, then, is a challenge to every displayman, display 


manager, card writer, apprentice, helper or fixture boy on the 
Pacific slope: ; 

If you believe that a thousand men with common aims, 
ambitions and jobs, strongly organized for the good of all, 
can do something for the good of your profession, join the 
Pacific Coast Association of Display Men now. 

If you are willing to gamble one round dollar on the suc- 
cess of our program, join the Pacific Coast Association of 
Display Men now. 

If you want better hours, better wages, better jobs and a 
higher and more respected place in your business community, 
join the Pacific Coast Association of Display Men now. 

If, besides being a good displayman, you are a good Amer- 
ican and believe in the President and his efforts towards na- 
tional industrial recovery, join the Pacific Coast Association 
of Display Men now, so that in the months to come we shall 
have the strength to help carry along this great public pro- 
gram and to secure for ourselves the benefits from it to which 
we are entitled. 

It’s a simple thing to do. Just send your name and busi- 
ness address and one dollar to Floyd Tucker, secretary-treas- 
urer, Pacific Coast Association of Display Men, Livingston 
Brothers, Seattle, and a membership card will be mailed you. 
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A Continental Kmas 
is Sussested 


By RAOUL AUTHIER 
Creator Designer, Studio Siegel 
New York City 


Curisrmas, 1933, displays—so I have been told by any 
number of retail deparement store displaymen—are going to 
go Continental. Such consideration of disp!ay will result 
in many new ideas; and as many displaymen will not under- 
stand just how the problem of these new displays are to be 
solved, I am presenting in this article several fundamental 
considerations. Continental displays are not difficult. This 
new form of display expression enables the displayman to 
use many new ideas of decoration, construction, materials, 
and colors. As the displayman in the small town will want 
to take advantage of the opportunity that Continental dis- 
plays will present this Christmas, I suggest a very serious 
study of the three sketches illustrating this article; I believe 
certain fundamentals I will explain will make the problem 
of decorating and merchandising Continental displays much 
easier. 

The three sketches presented with this article show three 
very different types of Continental display backgrounds. The 
display at the top of the page suggests simplicity of back- 
ground and display; the display in the center suggests the 
geometrical application of line and form to Continental 
displays; the display at the bottom of the page suggests the 
simple decorative application of form or designs symbolical 
of Christmas. The displayman must decide which form of 
decoration he wishes to use; he must then develop that one 
form of decoration throughout his entire front—don’t use the 
three different types of Continental display at the same time. 
The three forms of Continental display are very wide in ap- 
plication; there is no excuse for duplication of display effects. 

When I speak of Continental display simplicity, I refer 


—If you want a Christmas display that is 

Continental, and yet a display that truly 

embodies simplicity, the “Christmas” trim 

at the top of the opposite page should give 
you something to think abou:— 


—Continental displays can be extremely 

simple, or they can run to geometrical ex- 

tremes. The display on the opposite page 

in the center suggests an extreme display. 

If merchandised carefully, it will prove 
productive— 


—A third form of Continental display is 

suggested in the bottom drawing on the 

opposite page. This form of Continental 

display but suggests the season; colors play 

an important role in the success of such 
a trim— 


to the type display which embodies not only simplicity of 
line, form, and color, but of background technique which 
enables the displayman to employ decorative merchandise 
effects to advantage. Decorative merchandise effects should 
not be used where the Continental background employs 
geometrical principles of design. Where the display is 
designed along geometrical lines, the line and form of the 
merchandise arrangement must follow the line and form of 
the display otherwise the window will be very lacking in 
order. Simplicity of geometrical displays cannot be obtained 
if the merchandise on display introduces too much decoration. 
Decorative merchandise effects can be used in a display that 
is symbolical of a certain season, but if the effects introduced 
in the decoration of the background are too decorative, the 
merchandise display must follow simple lines. 

In speaking of the construction of Continental back- 
grounds and of the materials to use, I suggest that the dis- 
playman make a study of new materials and decorations, and 
use such new materials that can be used in the displays. The 
display introducing the figure of the man suggests the use 
of metal, glass, and foil. The circles can be glass, metal, or 
wallboard covered with foil. The materials used in the center 
display consist of veneer and chromium bars and stars; the 
stars, as well as the bars, can be glass or wood or wallboard 
coverel with foil, The materials used in the Continental 
Xmas Tree display will consist of wallboard panels, with the 
background covered with fabric. The triangular niche will 
be covered with foil or metal, while the candle and circle 
effects will have chromium frames and uprights. 

Color, in Continental displays, can make or break the 
effect of a modern window. Strong color contrast must be 
maintained. Many different color schemes can be found, but 
I am only going to suggest one color scheme for each of the 
three displays. A very modern color scheme for the top dis- 
play would be to have the background in white, the circles 
in silver, the ends of the window and cut-out letters in red, 
the background of the niche, as well as the walls of the niche, 
in the two shades of €feen, with the figure worked out in 
black, red, white, and green. 

An interesting color scheme for the center display would 
be to have the entire floor and background of the display 
in black. The display merchandiser would be painted red and 
green—green face and red edge, or vice versa. The rods 
and stars would be silver. The cutout letters would be sil- 
houetted against frosted glass panels; the frosted glass panels 
would be illuminated. The cutout letters would be painted 
black. 

The modern Xmas tree display will be developed with a 
rich blue background. The ends of the window, window floor, 
walls of niche, and disp'ay p!atform will be painted a rich 
yellow gold, The candle and circle displayers will be finished 
in silver. The background of the displayer in the niche will 
introduce bands of red and green, with the large triangle 
in red. 



























TOYLARD IS OBEN 


By ROY REQUA 
Bloomingdale’s 
New York City 


Ir ISN’T necessary for me to tetl my readers, or to call to 
my readers’ attention, that Bloomingdale’s, New York City, 
had a very modern Christmas in 1932. The reader can form 
his own opinion as to just how modern our Christmas was by 
studying the three displays pictured here. These three dis- 
plays are representative of our Christmas front, which with 
our Christmas interior and toy department distinguished our 
1932 displays. Inasmuch as many of the ideas used in our 
displays can be adapted by other stores, I believe a brief de- 
scription will be helpful. 

One illustration with this article shows a section of our 
front. It contains two displays, one display featuring “hand- 
made underthings,” the other display featuring “doll lay- 
ettes.” These windows, containing a “what-not” merchandise 
displayer in the center of the window, proved mighty easy to 
change, which made many merchandise changes possible. One 
interesting innovation was the introduction of “chartreuse” as 
a Christmas color—‘he “what-not’s’ being edged with chart- 
reuse colored balls. Oiher colors introduced in the displays 
were red, biue, and si!ver. 

Our “Toyland Is Open” display appeared in one of our 
corner windows the week before Thanksgiving. The window 
was filled with all sorts of toys, while the five egg-shaped 
recesses contained toys that were exclusive with Blooming- 
dale’s. Each toy in the egg-shaped displayers had its own 
special background. The week after Thanksgiving this win- 
dow was replaced with Bloomingdale’s famous “Gnome” dis- 
play which became the talk of New York. 

In the gnome display three little dwarfs, dressed as 
gnomes, worked from morning until night. One little gnome 
sat at the table in the center of the display busily engaged in 
writing down the names of the little girls and boys who gazed 
spellbound a! the disp!a7. Sometimes this little gnome would 
amble down the stairway, pick up a toy, hold it close to some 
little tot outside and then go back to the table and pretend to 
write down the youngster’s name. At the other two tables 
gnomes sat building toys and waving to the youngsters. The 
window display was so successful that it was mentioned over 
the radio in a current events talk as one of the outstanding 
Christmas treats in New York. : 

Our toy department represented Lilliputian Land. For 50 
cents, a ticket would be purchased which entitled a child to a 
gift package and a trip through the miniature village. Along 








—The two displays pic- 
tured on the left repre- 
sent the technique of 
merchandise presentation 
followed throughout the 
“Bloomingdale” front for 
Christmas, 1932, dis- p 

plays— 





—The “Santa Claus 
Gnomes” display attract- 
ed considerable atten- 
tion. An entire corner 
window was used for the 
trim. Three little drawfs, 
dressed as gnomes, ap- 
peared in the window 
and made toys— 


—The “Toyland Is Open” 
display was Blooming- ; 
dale’s first bid for Christ- | 
mas, 1932, toy business. . 
This display appeared 
the week before Thanks- 
giving, and was the first 
of a series of special toy 
displays— 





the crooked land of the village were houses with colored 
blinking lights, a fire house with a toy fire engine, a Wishing 
Well, a pirate ship, and many other attractive scenes. The 
inhabitants of the little city were midgets, who greeted all 
the children and distributed the surprise packages. 
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Another hit from Mutual .. . 
Traton e@ Flexton e Velton 


Basic Materials for Background, Display Units, Plateaus, Interior Decorations 


A crinkly effect, comes in sheets 5 feet by 6 feet. Colors: 

eTRATO N Christmas Red and Green, Blue, White, Yellow— 
Price $2.00 per sheet 

is corrugated and printed with a modernistic pattern of 
@ FLEXTO N Gold and Silver on Red, Green, Blue, Yellow, Black; 20- 
foot rolls, 5-feet wide— Price $2.75 per roll 

soft crepey effect that can be stood on and takes the place 
¥ V E LTO N of fabrics for backgrounds and flooring. Colors: White, 
Red, Green, Blue, Yellow; 5 feet wide; 12 yards long— 

Price $2.50 each 





FACTS ABOUT TRATON, FLEXTON AND VELTON 


1. Economical in price. 6. While new to the displayman it has been time-tried 
2. Tailors with ease into all desired forms and shapes. _within the laboratories of the manufacturer. — 
3, Strength in a surprising degree. 7. Scientifically constructed to meet all demands of display 


: : f for an economical, colorful, flexibie material for the 
4. It is 60 inches wide. construction of background panels, columns, ped- 
5. A liberal range of color tones and effects. estals and plateaus. 


* s ~ 
Uncovered Tube Price List October 9, 1933 


Tubes will come in the following standard lengths only. Each Half Tubes for Back grounds 
order must be for six or more tubes, which may be of different 


sizes. It does not pay us to pack less. and General Display 


, 
4 
4 
j 
4 


DIAMETERS For convenience of customer, there is a 

” ” ” ” ” ” ” ” au ” t servi ha f cutti tubes in half, 

length 1° 2 OS 10" IR" 14" TOK" 2A" cgthuies, frees whieh ane a a Dee 
3Ft. .20 .30 .41 .50 .65 .75 1.00 1.15 1.30 2.88 





6Ft. .40 .60 .82 1.00 1.30 1.50 2.00 2.30 2.60 5.75 For 1-inch, 2-inch, 4-inch and 6-inch 
9Ft. .60 .90 1.23 1.50 1.95 2.25 3.00 3.45 3.90 8.63  ‘iameter, any length... ... .25¢ per tube 
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Curistmas in Los Angeles and Hollywood, Calif. stores 
is a time when all display departments spend a little more 
time and a little more money in trying to create the most 
interesting, beautiful, and attractive displays. The Christmas 
displays of the various stores are always very successful. They 
attract numerous customers who always find the new displays 
more effective than the displays of the previous years. Cer- 
tain stores go in for a carnival spirit; certain stores effect a 
quiet Christmas dignity, but all stores decorate for Christmas, 
and whether the displays present a kaleidoscope of color or 
the simplicity of Christmas dignity, Santa Claus greets every 
child in Toyland with a cheery “What do you want Santa to 
bring you for Christmas.” This greeting from Santa Claus 
distinguishes certain stores in the child’s mind as being 
Santa’s store; and whether the store is in California vr Maine, 
the store effecting the cheeriest greeting from Father Christ- 
mas is the store best remembered by the “wise mén and 
women.” 

Barker Bros.’ Christmas displays, whether in the windows 
or on the store interior, are always dignified. We do not 
attempt to develop, with the exception of our toy department, 
a carnival spirit. .Christmas to us is a time of quiet dignity, 
and our displays always reflect this dignity. Consider for 
just a moment our Main Lobby display which features gi- 


—It’s hardly necessary to explain the idea of the 
photograph appearing at the left. To be very 
brief, the photograph pictures Barker Bros.’ main 
lobby with the 40-foot Christmas trees— 


--The top display at the bottom of this page 
pictures Barker Bros.’ “Hostess Gifts.’ Smart 
display set-ups using screens, shelf and platform 
displayers made the showing of countless gift 
items possible— 


—Barker Bros.’ “Toy Parade” display is repro- 
duced at the bottom of this page. A large corner 
window was used for the display. Display deco- 
rations consist of a modern fireplace arrangement, 
several modern Christmas tree cutouts, and a 
modern, stepped displayer— 
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 Kmas is Gaver 


Than Ever 


By J. R. STEWART 
Barker Bros. 
Los Angeles, Calif. 


gantic 40-foot Christmas trees. The trees are decorated 
with a simplicity that distinguishes them from Christmas 
trees in other Los Angeles stores. And in our displays 
throughout the rest of the store, this same dignity is main- 
tained. 

Our toy window is but another example of the splendid 
job that simplicity of display presentation is capable of. The 
center of the background contains a sort of modern fire-place 
displayer. It consists of a wide mantel on which several 
interesting toys have been displayed. Two attractive Christ- 
mas scenes appear on this structure. On each side of the 
fireplace a modern Xmas tree appears. These trees serve 
as a design inspiration for our Christmas window cards—the 
reader will notice that a similar Xmas tree cutout appears 
on all window cards. The design of the soldier introduced 
on the fireplace structure is also introduced on the large 
stepped display structure appearing at the front corner of 
the window. 
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Motion Attractions 
For Christmas 


A new idea in motion displays is creating wide interest 
among store executives planning intensive drives to garner 
increased sales for the holiday trade. The new displays have 
many distinctive features which overcome the difficulty of 
creating something for toy departments, show windows and 
key holiday positions in the store, at reasonable cost with 
fool-proof dependable mechanism. A factor which has already 
received hearty approval of merchandising experts is the ease 
with which the new displays can be ordered by mail and set up 
instantly. The only mechanical work necessary, on the part 
of the store, is to plug into a light socket and the display 
goes to work. 





One of the colorful and striking motion 
displays for stores made by Motion Dis- 
plays, Inc. Designed by well-known 
artists, these displays will be a feature 
in many a store Toyland this year. 


Original creations with strong human interest appeal are 
included in the new display line manufactured by Motion 
Displays, Inc., Brooklyn, N. Y., which include Mother Goose, 
Little Jack Horner, Old King Cole, Santa Claus and a dozen 
other holiday-time characters giving a store an animated, 
festive Yuletide appearance. With striking art work in vivid 
colors, the moving displays are cut out of the finest quality, 
three-ply veneer wood operated by a simple, durable pen- 
dulum power unit, which requires a minimum of attention to 
be kept in motion. 

The new line was created as a result of requests from 
department store executives for simplified, colorful, animated 
toyland features which appeal to young and old and center 
attention on holiday merchandise. As figures show that 
motion displays have an attraction value of seven to one 
over ordinary still displays, merchandising managers realize 
the need of animation to aid in creating new attractions for 
toylands. Distinguished artists were called in to make the 
designs, and the figures from Mother Goose and Fairyland are 
original creations in merchandising art. 

Smaller subjects containing the same motion mechanism 
are particularly adaptable for pillars and posts in toy depart- 
ments, aisles, counters, tops of stairways, elevator entrances, 
doorways and other important spots where holiday atmos- 
phere is desired. 

The pendulum power units which operate the displays run 
on less than a cent a day for current, and have no gears, 
belts, pulleys or brushes to get out of order. The mechanism 
runs without an electric motor, is silent, and built to endure 
hard service. The company is also marketing a new Show- 
master turntable. 
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ChristmasDecorations 
are Ready— 


Your efforts in display work this season are more 
vital to business success than ever before. Your 
windows must sell the merits of your merchandise— 
not price alone. 


As usual, the Adler-Jones studios stand ready 
to help you do a selling job. New, fresh ideas in 
sales—compelling window and store decorations 
are ready for the Christmas work. Holly, poinset- 
tias, mistletoe, garlands, wreaths and creepers, vines, 
fringes, and new ideas in fabrics, ornaments and 
trim. Count on Adler-Jones to fill your needs. 
Write us today. 


Send For Our Illust-ated Folders 


Here is an exceptionally fine group of animated 
comic figures in bright colors, as they appear in the 
Sunday papers; stand about 40 inches high. Just 
the thing for your toy windows or inside-of-the- 
store attractions. Moon Mullins and Kayo form 
one set. There are six sets of two. Included are 
Cane Annie and her dog Sandy, Skeezix and Pal, 

al Andy and Chester Gump, 
Smitty and Herby, Harold 
Teen and Lillums. All char- 
acters are made of heavy re- 
lief papier mache, durable 
and practical. New type elec- 
tric, but motorless mechan- 
ism, operates on D.C. or A.C. 
current. Available also, with- 
out motion. Send for illus- 
trated folder. 


Hillis eine ‘eee to Larger Quarters 


For over seventeen years, consistency has been 
the Adler-Jones .watchword. Through thick and 
thin, there has been no let down in the productions 
of new designs and effects, no curtailment in catalog 
work. Our organization has been everlastingly at 
it, and now—Adler-Jones is about to move! Bigger 
quarters, better facilities with 
which to serve our many cus- 
tomers, close to the big Chicago 
retail district. After December 
lst. we will be located at 521 So. 
Wabash Avenue, directly behind 
the Congress Hotel. Until then 
address us at our present location, WE 00 oun maar 
649 So. Wells St., Chicago. 


THE ADLER-JONES ‘°: 


649 So Wells Street Chicago 


























There’s Still Ancther 
Christmas 


By A. J. ROEDER 


The Wm. H. Block Co. 


Indianapolis, Ind. 


Tuere will always be another Christmas, but the fact 
remains that every displayman tries to make each year’s 
displays his best. Certain displays don’t develop quite like 
he imagined they would, but each mistake results in an im- 
provement in the next display. This knowledge, over a period 
of years, results, eventually, in original display conception; 
such display conception always distinguishes the displayman’s 
display efforts. While I do not want my readers to consider 
me a criterion of my own display efforts, still, I have been 
asked to explain certain of my Christmas 1932 displays— 
I ask that you ignore any egotism. 

Perhaps my most successful Christmas display for 1932 
was my Handkerchief presentation. This window was mer- 
chandised in front of black curtains. The figures represent- 
ing tne various countries, as well as the figure of the balloon, 
were cut out of wallboard, painted and then covered with 
handkerchiefs. Handkerchiefs from nine different countries 
were displayed—China, Spain, Belgium, France, Switzer- 
land, Ireland, Porto Rico, Armenia, and of course America. 
Cut-out copy on the face of the balloon informed the cus- 
tomer that: Blocks cut loose handkerchiefs from all parts 
‘of the world. Business in the handkerchief department was 
increased tremendously during the period the display was 
presented in the window. More than one customer purchased 
an entire set of handkerchiefs—a handkerchief from every 
country. 

Another tremendously successful “stunt” window was 
my display of gloves. This window, like my handkerchief 
display, was merchandised in front of a set of black cur- 
tains better to present the idea of the glove gift box. The 
gift box was made of wallboard, as were the two figures 
supporting the gift box. The box was painted white, while 
the ribbon with which the box was tied and the Christmas 
card were in red and green. The window card, containing 
a pair of hands on which gloves were displayed, read: Gifts 
to win her hand and heart. The glove box was divided into 
four sections with each section displaying gloves of a differ- 
ent price. 








—The display immedi- 
ately opposite shows one 
of the corner windows as 
decorated for Block’s 
Christmas displays. Mod- 
ern Christmas display 
paper covers the panels 
in the window which are 
separated by chromium 
columns and frosted glass 
panels. 
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—Not every “Roeder” 
display was merchan- 
dised in front of the reg- H 
ular Christmas back- 4 
ground. Several special | 
displays were featured in ¢ 
front of black curtains. , 
Examples of such dis- 
plays are shown at the 
bottom of this page. Such 
displays might truly be 
called “Continental”— 4 


—The handkerchief dis- 
play aroused tremendous 
interest and was respon- 
sible for a big increase 
in handkerchief business. 
Several customers pur- 
chased an entire set of 
handkerchiefs—one from 
each country represented. 
The unique glove display 
was also a very success- 
ful sales promotion dis- 
play— 
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When special stunt windows were not appearing in the 
front, the regular Christmas display backgrounds appeared. : 
These backgrounds are presented in the display showing a 
section of one of our corner windows. The columns are of 
chromium; the tiers of frosted glass are illuminated from 
behind; the decorative panels are of velour paper in Christ- 
mas designs and colors. All fixtures used in the Christmas 
displays were chromium. 
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COMIC CHARACTERS 
COME TO LIFE 

Moon Mullins, Orphan Annie, Andy Gump and other popu- 
lar Sunday newspaper comics have come to life in the form 
of animated figures for the window, or inside-of-the-store at- 
tractions. The Adler-Jones Co., Chicago, present these figures 





in sturdy, heavily reinforced papier mache. All characters 
are richly oil-colored and average about 40 inches high. There 
are six sets of two. Included are: Orphan Annie and her 
dog Sandy; Chester and Andy Gump; Skeezix and Pal; 
Smitty with his brother Herby; Harold Teen and Lillums, and 
Moon Mullins with Kayo. Each character has a new im- 
proved, electrically driven, motorless mechanism that oper- 
ates on D.C. or A.C. current. All bearings are oiiless and 
smooth-running. A wonderful item, especially for the toy 
window. The illustration shows Floon with brother Kayo. 
Moon moves his right arm at the elbow, trying to light his 
cigar, and Kayo bends over, tries to blow out the match. 





BOSTON CLUB’S FALL MEETING 
Reported by 
SAMUEL BRANZ, SECRETARY 

The first fall meeting of the Boston Display Men’s Club 
was held September 13 at the Westminster Hotel. One of 
the first duties to be performed by the new president, Mr. 
Bluestein, was the presentation of a beautiful electric clock 
to our outgoing president, Mr. Sherman. The club takes this 
opportunity to extend its heartiest thanks and appreciation 
for pulling us through the toughest term since the beginning 
of the club. Here’s luck to one of the most conscientious 
executives in the Boston Display Men’s Club. 

During the summer months a special committee worked on 
a new constitution and by-laws. They were presented and 
accepted at this meeting and will go into effect immediately. 

A discussion on the reorganization of the I. A. D. M. was 
brought up at this meeting and I would like to state here that 
the Boston Display Men’s Club believes in the I. A. D. M. and 
will do everything in its power to support it, and the best way 
to have a strong I. A. D. M. is to build up your local club 
first, for “in unity there is strength.” 

Frank McCann, display manager, New England district, 
Sears, Roebuck & Co., and chairman of the educational com- 
mittee, promises us a very interesting program. Along with 
him we have Mr. Bluestein, display manager, Wilbar Shoe 
Stores, who will give the club all it could ask for in the form 
of entertainment. 


MILTON PRODUCES 
NEW PAPER 

Created to produce vivid, effective window and other dis- 
play backgrounds, the new Artsign Coated Paper, made in 
an American mill for the Milton Paper Company, New York, 
has created a striking impression on the users of this type 
of display material. Features and uses of this paper are 
numerous. It is produced in rich,-dull shades, does not crack 
or break on folding’ of®¢reasing; ‘and due to its fléxibility it 
is readily applicablé"téevery form of background and dis- 
play. This-new céated paper also takes ink excellently in 
printing and processing and also takes water color. 
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Send For 
This Great 


New 


CATALOG 


. . . It will save you 
many dollars on quality 
supplies for the Display- 
man, Showcard Writer 
and Artist. 


Brand new from cover to cover, the new Daily 
catalog fills a long-felt need. In addition to the com- 
plete stock of quality supplies for the Sign and 
Display Man, the new catalog presents a wide selec- 
tion of the finest obtainable materials for the Artist. 


Request a Copy on Your Letterhead Today 


NOTICE—Establishments maintaining both a display 
and an art department are invited to request a copy 
of the new catalog for each. 


Bet LD 


Ohe House of Pertict Stroke Brushes and Supplies 
126 TOI30 E.THIRDST. DAYTON. OHIO. 


IWC 









PASTE For DISPLAY WORK 


Handy tubes and jars of paste for individual use. 
Also pint, quart, gallon and larger sizes for bulk users. 


Stainless paste for crepe papers 


Tell us about your adhesive requirements and get our 
low prices. 


Largest Paste Makers in the World 


THE ARABOL MFG. CO. 


107 East 41st St. New York City 












New, Combination 
Aluminum 
Name Plate and 
Display Card 
Holder 


Detachable easel for display card. 

Name Plate made of Pure Sheet Alumi- 

num, with polished raised letters. Write 

for -complete information and prices. 
(Salesmen wanted.) 


The Supersine Co. of America 





202 Murray Street Fort Wayne, Ind. 
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*“POINT=OF -SALE”” 


CHRISTMAS 
DISPLAYS 
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7 CHRISTMAS 


LIBERAL 











—Santa Claus, in the Westinghouse dealer dis- 
play, informs the customer that “A Westinghouse 
dual-automatic refrigerator pays for itself!” so, 
why shouldn’t the custcmer be pleased? This 
“dealer-display” was issued to all Westinghouse 
dealers for the Christmas, 1932, season— 


—Schrafft’s are great users of Point-of-Sale dis- 
play material. New display material is issued for 
practically every holiday, but extra effort is 
always evident in their Christmas displays. Their 
1932 Christmas trim proves this point. This dis- 
play was designed and produced by The United 
States Printing & Lithograph Co., Cincinnati, O.— 








—-Christmas comes but once a year, but when it 
does arrive it brings many different types of 
Santas. While but very little change can be 
made in the appearance cf Santa Claus, it is sur- 
prising how differently he can be interpreted by 
the country’s artists. The four Santas on this 
page but hint at the variety of ideas. The Santa 
shown above is a stock poster in full color for 
window and interior displays created by The 
Einson-Freeman Company, Inc., Long Island City, 
New York— 





—The Coca-Cola Santa Claus is certainly repre- 

sentative of that grand old gentleman. In this 

particular display it would seem as though Santa 

Claus has “taken his hat off” to Coca-Cola, “the 
pause that refreshes”— 
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—Officers of the reorganized I. A. D. M. Left to right: George W. Westerman, Jackson, Mich., secretary; Carl V. Haecker, 
Chicago, Iil., president; James H. Everetts, Davenport, Iowa, treasurer— 


REORGANIZED I. A. D. M. SEEKS 
DISPLAY’S UNITED SUPPORT 


(Continued from page 3) 


stood and undervalued by America’s retailers, and it can be 
honestly stated that the profession has no one to blame but 
itself. Your lack of sympathy and support of your national 
association in recent years has been flagrant and a tragedy. 
But your determination and sincerity today, when a national 
crisis exists forecasts a future of tremendous accomplishment. 

“The profession itself must produce the leadership and un- 
selfish sacrifice of time and effort to restore the prestige 
which it has lost. Everybody must do his part. Let not one 
of you shirk his duty. Let us all rally together and in one 
united voice call into this work every displayman in America. 
It can be done. It shall be done.” 

Immediately thereafter E. W. Quintrell, display manager, 
Elder & Johnston, Dayton, Ohio, and a member of the exe- 
cutive committee of the I. A. D. M., presented a resolution 
which was unanimously adopted and which called for the sus- 
pension of the constitution and by-laws of the I. A. D. M. so 
that the purpose of the meeting might be proceeded with. It 
stated that this was necessary because of the recognized emer- 
gency and called for the immediate launching of any pro- 
gram adopted, with the exception that ratification of the action 
shall be secured from a majority of the active membership 
of the I. A. D. M. within thirty days. The resolution also 
recognized the indebtedness of the association and pledged 
its retirement. 

Carl V. Haecker, Director of Display, Montgomery Ward 
& Co., Chicago, in a stirring address presented the new or- 
ganization chart of the association, opening his remarks with 
this poem: 


If you strike a thorn or rose, 
Keep a goin; 
If it hails or if it snows, 
Keep a goin; 
Taint no use to sit and whine 
When the fish ain’t on your line, 
Bait your hook and keep on trying, 
Keep a goin. 


When the weather kills your crop, 
Keep a goin; 

If the unions get too hot, 
Keep a goin; : 

Spose you’re out of every dime 

Getting broke ain’t any crime, 

Tell the world we, the I. A. D. M., are feeling fine, 
Keep a goin. 


Mr. Haecker explained in detail the reorganization plan, 
which chiefly is as follows: s 

Three elective officers, to be voted on by entire member- 
ship whether or not they attended conventions, namely: Presi- 
dent, treasurer and secretary. 


Six regional vice-presidents to be elected by the mem- 
bership in the respective regions. Suggested regional divisions 
are as follows: New England, Eastern, Southern, Central, 
Western and Pacific Coast. 

An executive secretary to be appointed by the president 
with the approval of the executive committee. 

Major functions under the direction of the president: 
Speaker’s Bureau, Educational Division and Display Re- 
search, each with a capable chairman. 

Departmentals under the direction of a chairman appointed 
by the president, with a vice-chairman for each depart- 
mental, as follows: Manufacturers, installation, department 
stores, shoes, drugs, chain stores, men’s clothing, fashions, 
public utilities and advertisers. 

The executive secretary is to be the managing director 
of the association and a capable person is necessary to satis- 
factorily conduct this office. 

The regional vice-presidents will work closely with local 
display clubs in their territories and deputy organizers will 
be appointed in all cities where no clubs exist. 

The plan was enthusiastically received and brought forth 
a general discussion, the like of which had never been seen 
previously at I. A. D. M. conventions. From all parts of 
the floor delegates arose to pledge their active support and 
the spirit of the meeting was realiy inspiring. Action on the 
plan was deferred to the afternoon session so that all could 
give more thought to the matter during the luncheon meeting 
which immediately followed. 

Howard C. Oehler, display director, Wieboldt Stores, 
Chicago, presided at the luncheon, expressing his confidence 
in the sincerity of the delegates present and in the support 
of the display profession everywhere. He stated that the 
success of the movement meant that everyone must assume 
some part in the movement because it was a big job that re- 
quired work and lots of it. 

J. D. Williams then presented the educational program, 
saying that the displaymen want these things from their na- 
tional organization? Education, service, information; pro- 
motion of display as a nationally important factor in dis- 
tribution; the chance to “do their part” in a unified and 
corelated plan that will work for them if they work for it; 
better working conditions, less hours, better pay, but expect 
or want no more than they earn; recognition of their work 
in accordance with its intrinsic worth to the store as a 
medium of promotion and selling. Displaymen believe all 
these things are obtainable through their own association 
and will support such an organization, The major features 
of the education program are as follows: Annual national 
display institute or clinic; annual convention; monthiy bul- 
letin; trade papers; employment service, and properly guided 
local display club activities. 

Sol Fisher, president, Fisher Display Service, Chicago, 
then kept the delegates at attention with an address entitled, 
“If We Don’t Organize the Prefession, Someone Else Will.” 
He recited the activity of union organizers among display- 
men and emphasized that only through an effective national 


(Continued on page 29) 
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CHRISTMAS DISPLAYS FOR 
AMERICA’S RETAILERS 

Christmas comes but once a year, and this periodical re- 
turn of Santa Claus is usually the occasion for all good dis- 
playmen to work:into the wee hours of the “many nights” 
before Christmas hunting up new and original ideas for the 
“display” of Christmas merchandise. This job of “hunting 
for new ideas” isn’t always an easy one. Therefore, DIS- 
PLAY WORLD, once a year tries to make this job just a 
little bit easier for America’s displaymen. Our October issue 
is always our Christmas Special, and in this special we have 
tried to present just as many of the better ideas from Amer- 
ican displays as possible. Space has naturally limited our 
presentation, so, in this editorial, we are going to give you 
a very brief review of certain other smart ideas from stores 
whose displays we were unable to present in this issue. These 
ideas, even though actual pictures cannot be shown, will 
enable you to reproduce similar displays for your store— 
displaymen do not need a design; all they need is an idea. 


CHRISTMAS DISPLAYS IN NEW YORK CITY 

Stern’s featured a merry-go-round as the main attraction 
in their toy department. For the sum of 50 cents the child 
received a surprise package and a long ride on the electri- 
cally operated carrousel. The toy department was brilliantly 
lighted and the pillars resembled large candy sticks. 

The Dolls’ Wonder House was but one of many attrac- 
tions at Wanamaker’s. In this house were displayed thou- 
sands of dolls. The Wanamaker Wonder House contained 
all the modern conveniences of the real home. Santa Claus 
presented each of his little visitors with a “twenty-dollar gold 
piece.” On one side of the coin was a head of Santa Claus 
and the following inscription, “Good for one Merry Christ- 
mas.” The reverse side was inscribed, “To all friends of 
Santa Claus, John Wanamaker, New York, sends a Merry 
Christmas.” 


CHRISTMAS DISPLAYS IN BROOKLYN 

Abraham & Straus presented an historical setting of the 
Gold Rush of ’49. For 25 cents a ticket was procured and 
the child entered a prairie schooner and passed along in front 
of such famous Western characters as Deadeye Dick, Chief 
Rain-In-The-Face,;. Diamond Dick, Calamity Jane, and Buf- 
falo Bill. All these Westerners carried treasure chests, and 
a clerk dressed as a cowboy opened one of the chests and 
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presented each child with a surprise package. The pillars 
of the toy department were striped in red, blue, and gold tin 
foil. Hung between them were garlands of vari-colored 
tinsel leaves and Christmas ornaments. 

Namn’s laid out their Christmas department to portray a 
circus. A large side show featured monkeys in cages, vari- 
ous kinds of tropical birds, both mechanical and real clowns, 
and “Ali Baba and the Forty Thieves.” St. Nicholas was 
found in a peppermint stick castle. On each side of St. 
Nicholas a court attendant gave each little visitor a book and 
a toy—iickets would be purchased by the parent. 

Loeser’s presented their Santa Claus at the North Pole. 
Surrounding his throne were large ice formations; an Aurora 
Borealis formed the background. A ticket would be pur- 
chased from a snow man, and the child would enter a log 
cabin. Inside the cabin was an organ grinder with a monkey 
who played Christmas carols. 


CHRISTMAS DISPLAYS IN NEWARK 

L. Bamberger & Co. offered Tiny Town. Gnomes inhabited 
a village made up of many small houses. For the price of 50 
cents the children were entitled to ride on the Tiny Town 
Railroad, which ran around the village, and also to receive a 
gift at the end of their trip through all of the buildings in 
Tiny Town. 

Kresge’s utilized Mickey Mouse as master of ceremonies 
in introducing Mrs. Santa Claus as well as Old Santa Claus. 
The Mickey Mouse Barn was the feature attraction. After 
visiting Mr. and Mrs, Santa Claus, the children would enter 
the barn and receive a gift from Mickey Mouse in person. 


CHRISTMAS DISPLAYS IN CHICAGO 

The Boston Store featured the Kiddie Carnival. The 
carnival contained a merry-go-round, the Kiddie Auto Ride, 
the North Pole Band—full-size stuffed animals native to the 
polar regions industriously playing away on various musical 
instruments, and led by a mechanical clown—a huge Roaring 
Lion in a protective cage, distorting mirrors, and Santa Claus. 

Mandel Brothers featured a “Rocket to Mars.” This, in 
conjunction with a 25-cent surprise package, externally shows 
an immense cigar-shaped aerial rocket, on futuristic lines, 
with its whirling side propellers running and apparently in 
upward flight, that conveyed its youthful passengers to the 
planet Mars. Gaining admission at the tail-end of this sky- 
car, the traveler through comic space is ushered by an at- 
tendant in aviator’s costume to a seat in a grandstand within, 
where he or she may watch for a brief spell a moving pano- 
rama of the universe above the earth with passing stars, cloud 
banks, and other heavenly bodies and manifestations. 

The Fair presented, as its 1932 Christmas show, the “Cave 
of Mystery.” A 25-cent ticket gave the child a surprise 
package. Then there was the Santa-with-live-pony photo- 
graph gallery, with four portraits for a half dollar. The big 
feature of the toy department was the free six-act circus; 
the performances were presented in a specially constructed 
arena. The show included trained animals, clowns, jugglers, 
dancers, and an orchestra. 





FARRELL DESIGNS HESS 
LOTION CARTON 


From a display of eighty-seven carton designs for the new 
Hess Witch Hazel Cream Carton, a design by Harry H. Far- 
rell was selected as most attractive. During the period of 
consideration the designs were submitted to over 200 women. 
Mr. Farrell’s design was selected by 81 per cent of the women 
as their first choice. 

Mr. Farrell is very well known as a carton designer and 
has designed some of the most popular cartons now in use. 
About a year ago he designed the new Italian Balm Carton 
which won first in its class as the most outstanding package 
of the year. Mr. Farrell also designed the Diana Hosiery 
Carton which lends itself to more attractive displays than 
any similar carton. ; 
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THE REVOLUTIONARY 
NEW K9 CUTAWL 


The Cutawl, the cutout machine which made possible the 
modern vogue of cutout displays, is now available in a new 
and greatly improved model, the K9. Ten major improve- 
ments give the new K9 Cutawl 100 per cent higher cutting 
speed, 300 per cent longer chisel life, and 50 per cent greater 
cutting capacity. Everything possible has been done to im- 
prove the ease of operation, accuracy and strength of the 
machine so that the cost of making cutouts would be as low 
as possible. 

The K9 Cutawl, like its immediate predecessors, the K6, 
K7 and K8 models, can cut a design of any size. A!so, it can 





start cutting from any point without the need of boring a 
hole from which to start, as is the case with all saws. To 
these advantages are added the following new features: 

Two cutting speeds are provided: One of 2,000 strokes 
per minute for use when doing heavy cutting such as three 
layers of wallboard or thick wood, and one of 3,000 strokes 
per minute which gives very fine results on single layers of 
wallboard, fibre board, metal and other hard materials. 

Air blast to remove dust. A blast of air from the motor 
of the Cutawl blows away dust or dirt that accumulates on 
the work when using the Cutawl. Felt wicks, immersed in 
reservoirs of special lubricants, eliminate any oil leakage and 
a new type lamp eliminates shadows, reduces eye strain and 
helps speed up your work. 

New chisels. Special chisels have been develoved to meet 
the needs of the new K9 Cutawl. One blade is only .015 of an 
inch thick and was especially designed for cutting the most 
intricate interlocking types of jig saw puzzles. Any design, 
whether of straight or curved lines, can be cut in any material 
just as fast as the Cutawl can be moved and the design fol- 
lowed. With increased speed and greater accuracy the new 
K9 Cutawl greatly reduces the cost of cutting out decorations, 
grilles, figures, silhouettes and letters for the modern styled 
window of today. 

A circular describing the new K9 Cutawl can be had by 
writing International Register Co., Chicago. 





BERT L. DAILY OFFERS UNUSUAL 
CATALOG OF MATERIALS 


Bert L. Daily, Inc., of Dayton, Ohio, has prepared a most 
remarkable catalog presenting in a highly pictorial manner 
the enormous selection of “Perfect 
Stroke” Brushes and Supplies for the 
signwriter, cardwriter, displayman 
and artist. For many years the Daily 


SIGN WRITERS Catalog has grown steadily as the 


SUPPLIES 
ORTISTS establishment added to the line of 


MATERIALS 


supplies offered to the trade. Sign 
men in all parts of the country have 
used these annual catalogs regularly 
during the twenty-three years of Bert 
L. Daily’s business activity. 

This year the new catalog is 
dressed in a pleasing modern cover, 
the work of a prominent Dayton art- 
ist. It is larger than ever, containing 
160 pages, fully illustrated, and a 
completely new section of artists’ 
materials. The catalog will be sent to anyone requesting it 
on their letterhead. 
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THE FELTERS CoO., INC. 


210D SOUTH ST., BOSTON, MASS. 


New York: 300D Fourth Ave. 

Philadelphia: 10i13D Public Ledger 
Bldg. 

Chicago: 538D South Wells St. 

St. Louis: 1602D Locust St. 

Detroit: 6-269D General Motors Bldg. 

San Francisco: 1499D Market St. 





Factories at Millbury, Mass.; Jackson, 


Mich. ; Johnson City and Middleville, N. Y. 








For All 


DISPLAY 
Purposes 


vWv 


Cuts easily 
with clean 
edges— 
pastes or 
glues read- 
ily—avail- 
able in a 
variety of 
beautiful 
colors suit- 
able for 
every sea- 
son and 
for every 
use—quick 
delivery. 
W 


Write today 
for samples 
of colored 
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New Display Materials 
Win Favor 


Traton? Traton? Sounds familiar. What is it? A 
new breakfast food, perhaps. Wrong again. It’s the newest 
in window display materials, so versatile, so attractive, so 
new and so downright modern that it has displaymen from 
coast to coast asking questions, refiguring budgets and per- 
forming other antics characteristic of the species when unduly 
agitated. 


To begin with, Traton is not a singular grace. No indeed. 
Traton has two sister graces—Flexton and Velton. Working 
together they produce a new kind of harmony that even the 
Boswell or Pickens Sisters might well envy. A harmony that 
embraces design, color, adaptability and economy in a degree 
never before attained. 


Traton and Flexton are the basic materials from which 
such backgrounds, plateaus and display units as are shown in 
the accompanying illustrations are cut. Traton presents a 
crinkly, crepey effect, the monotony of which is strikingly re- 
lieved by an all-over modernistic pattern delicately woven 
into the scheme of things in metallic gold or silver. 


Flexton is corrugated and lends itself more to designs in 
which simplicity is the motif. 


Velton is the soft, refined floor covering created expressly 
to complete the ensemble. And so we have introduced to you 
the three modern graces—Traton, Flexton and Velton. Now 
let us tell you a little more about them. 


The strength of these materials is surprising. Their low 
cost is amazingly low and the way they can be tailored into 
forms and shapes to meet all conditions and requirements is 
simply a revelation. They are shown in a wide range of color 
tones and pattern variations, including some striking. Christ- 
mas blues, greens, and reds. 


Traton Board comes in sheets 5 feet wide and 6 feet long. 
Flexton comes in roils 5 feet wide and 20 feet long. Velton 
comes in rolls 5 feet wide and 36 feet long. 


They are new—new as this morning’s sunrise, but isn’t that 
what displaymen are everlastingly seeking—the new, the dif- 
ferent, the exotic, the bizarre, the unusual? You will find 
plenty of room for the play of your creative genius in these 
three modern graces—Traton, Flexton and Velton, which are 
distributed by the Mutual Sales & Mfg. Co., Cleveland, Ohio. 


DISPLAY 


—Distinguished settings and display units fashioned from the new display materials—traton, flexton and velton— 
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PERRINE JOINS STAFF OF 
MUTUAL SALES 

David Stromberg, vice-president, Mutual Sales & Mfg. Co., 
Cleveland, announces that C. D. Perrine has joined this com- 
pany in an executive capacity as manager of the fixture and 
display department. 

Mr. Perrine, who is well known to his many customers and 
friends in the display field, is thoroughly experienced in serv- 
ing the wants of the display trade. Mr. Perrine has been con- 
tinuously connected for the past thirty-seven years with the 
Hugh Lyons Co., display fixture manufacturers, as sales rep- 
resentative for Ohio, Michigan, Pennsylvania, Indiana and 
Western New York. 

The company also announces that it now has a complete 
interior and window service for the first time known in the 
history of the display business. 





HANICK ACTIVE IN 
PHILADELPHIA 

Samuel J. Hanick, manager, S. J. Hanick Co., Philadelphia, 
Pa., issued several exceptionally interesting folders in the 
sales promotion of his installation business. One of the 
folders announcing the adoption of the NRA pledge was espe- 
cially forceful and attractive. Mr. Hanick reports business in 
the Philadelphia market on the upgrade, resulting in several 
advertisers increasing their installation quotas in that terri- 
tory. 





WALKER LOCATES AT 
FORT WAYNE 


D. E. Walker, formerly associated with the Philipsborn 
Company, Washington, D. C., is now display manager for 
Fishman’s, Fort Wayne, Ind. 



































October, 1933 DISPLAY WORLD 29 


REORGANIZED I. A. D. M. SEEKS 
DISPLAY’S UNITED SUPPORT 


(Continued from page 25) 


organization could the display profession hope to secure the 
benefits which result from cooperation. He emphasized that 
as workers the display profession could not adopt a code, 
but could effectively protest against unfair, conditions in 
codes of other industries if properly organized. The main 
features of the national recovery act, Mr. Fisher outlined 
as follows: 

1, The purpose of this act is to revive trade.and business. 

2. It is to keep present workmen at work, and: to put more 
people back on the payroll. 

3. It is to encourage cooperation everywhere between em- 
ployers and employees working in connection with the Fed- 
eral government. 

4. It is to make possible the’ increase.of wages and the 
improvement of general working conditions. 

5. It contains nothing that compels, or even encourages, 
employees to join any organization. 

6. It does not attempt to describe the kind of organization, 
if any, with which employees should affiliate. 

7. It makes no discrimination’ between the organized or 
unorganized employees because the government agrees that 
the codes that are set up to control industry will not dis- 
criminate against, or favor, any class of employees, whether 
organized or unorganized. They all will receive equal pro- 
tection or benefits. 

8. It is not the intent of the law that employees should 
pay money into any organization to secure protection... 

9. Professional organizers of labor are attempting to use 
this act as their warrant for an unjustified invasion of in- 
dustrial plants for the purpose of unionizing employees. 

Then came to the rostrum none other than W. L. Stens- 
gaard who as usual delivered an inspirational address, the ef- 
fect of which cannot be overstated. Mr. Stensgaard is a real en- 
thusiast of the window medium because he has time and again 
proven what it will do and is successfully serving many of 
America’s leading advertisers. Highlights from the address 
are: “What do I get out of it is the perpetual question? Look 
at the leaders in the display profession and you will get your 
answer. Display is a science; let us conquer it. This can 
only be done by organization. Window display is the most 
undeveloped advertising medium. Research would not only 
win new converts to the medium but would give the associa- 
tion a method of revenue. Advertisers would gladly pay at- 
tractive fees for definite display data and solution of their 
display problems. The waste in display today is a reflection 
on those engaged in display work. It can be eliminated. 
What is needed to elevate display is a broader vision that will 
encompass every phase of display practice. Let each and 
everyone of us do his part in making the I. A. D. M. a real 
institution of service and accomplishment.” 

The afternoon session opened with further discussion of 
the reorganization plan and again very extended discussion 
was participated in by many delegates. The plan was finally 
unanimously adopted without change. The finance committee 
then presented its report, which follows: 

The committee on finance has carefully considered the 
various needs and objectives of the organization and also its 
present circumstances. The recommendations are, therefore, 
made after these facts have been carefully considered. 

First, that the organization be made self-sustaining and re- 
main self-sustaining at all times. That dues received from 
membership shall cover all necessary operating costs as are 
essential under the new suggested regional and educational 
plan. Further, that the payment of organization debts pre- 
viously incurred be deferred until a normal membership is 
attained and the membership revenue exceeds the amount 
necessary for current operating expenses. 

On the basis of securing a minimum of 200 paid-in mem- 
bers, the dues suggested are $10 per member, per annum. 
This income should permit the organization to operate in a 
minimum manner. Should the membership be increased to 
500 or more at the same rate of membership fees, obviously 
such revenue will provide payment on previous debts in- 
curred, and it is suggested by this committee that the presi- 
dent plan accordingly. 

The membership fee of $10 per year is to include the sub- 
scription to one of the leading display publications—either 
DISPLAY WORLD or Merchants’ Record. It is believed 
that these publications will give our organization a low club 
rate. In addition, a mimeographed or planographed illus- 
trated monthly bulletin and educational program is to go to 





qq, Busy gnomes, hammering 
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q soldiers; the story-book folk 
~ all come to life. In the 
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or throughout the store . . . 


OY these colorful, animated 


displays will draw the crowds. 


Mother Goose rhymes, 


? Z Fairytale characters, 


Many attractive designs . . . 
7 Santa Claus and his helpers, 


the Warrior group. 
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Morton Disptays Inc. 
19 Ryerson St., Brooklyn, N. Y. 


Please send illustrated broadside of 
Christmas Displays. 
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OPPORTUNITY EXCHANGE 








FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS. Made of heavy fleece-lined 
Jersey cloth, 55c pr., $3.25 half doz., $5.25 
doz., postpaid. An elastic tape band is 
sewed in the top. Patented May 20, 1924. 
Fits over any shoe. Order by size shoes 
worn. J. M. WALTERS, Mfr., 220 South 
Benton Way, Los Angeles, Calif. 











MENFINDERS 


WORLD WIDE EMPLOYMENT SYSTEM 
416 U. S. Nat. Bank Bldg. 
Denver, Colorado 

Solving Employer 
Personnel Time & Money 
Problems Saving Service 


SALESMEN 


Wanted by well-known eastern man- 
ufacturer of display mannequins, 
heads, etc. Only successful men now 
representing prominent non-compet- 
ing display equipment manufacturers 
need apply. State in first letter your 
territory, the firms you represent and 
references. Address in confidence 


“8, M.C.,” BOX 771 
Care DISPLAY WORLD 





POSITION WANTED—Displayman and 
expert sign writer of unusual ability and 
versatility, desires position with high-class 
department store. Fifteen years’ experi- 
ence. Best reference. Age 36. Can design 
and execute latest modern trend in back- 
grounds. Will go anywhere for a real con- 
nection. Address GEO. PAUL, 9315 
Carton Ave., Cleveland, Ohio. 














POSITION WANTED—Displayman, sign 
and card writer. Experienced in all lines 
of merchandise. Can design and build 
modern backgrounds, panels and displays, 
up-to-date cards and signs. Fifteen years’ 
experience, ten years with large chain, 
stores. Steady and sober. Age 45. Will 
locate anywhere. Address “O. W. E.” 
Care DISPLAY WORLD 











POSITION WANTED—Combination dis- 
play manager, card writer and advertising, 
manager. Koester School graduate. 12 
years experience, age 30, married. Last 
position, Bell Ice Cream, Alva, Okla.; 
Salary $45.00. Will go anywhere. 
Address “JACK” 
Care DISPLAY WORLD 


POSITION WANTED 


Department store display manager, ten 
years last position. Capable of assuming 
full charge of display department. Ex- 
cellent reference. 


Address “D. A. F.” 
Care DISPLAY WORLD 











AIR BRUSH WANTED 


Department store is interested in pur- 
chasing a De Vilbiss' portable AIR, 
BRUSH with 2 cylinder compressor. In-. 
terested in a used model in first-class. 
condition. 


J. MERRELL, WOLF WILE CO., 
Lexington, Ky. 











POSITION WANTED 


Displayman and Cardwriter;  experi- 
enced in specialty displays. Will go any- 
where, but prefer middle west. Age, 24 
years; married. Samples of window and 
card work on request. 

Address “F. L. B.” 
Care DISPLAY WORLD 


POSITION WANTED 


Interior and show window display de- 
signer. Seven years’ experience with 
architectural training. Can supervise con- 
struction. 


Address “S. N. A.” 
Care DISPLAY WORLD 





WANTED 


Large size Embossograph Show Card 
Machine with type, also K-8 Cutawl, both 
must be in Al condition. Will pay cash. 


Address “M. E. G.” 
Care DISPLAY WORLD 





















































each division of the membership. The president and his or- 
ganization will be responsible for this educational work. 

It is further recommended that of the $10 annual dues, 
where local clubs exist and operate within the constitution 
of the national organization, $2 of such dues will revert to 
the local club treasury to assist in covering its local club ex- 
pense. In other words, of the $10 gross membership fee, $2 
reverts to the local club and $1.50 to the subscription for pub- 
lication, leaving a net, in such instances, of $6.50 to be paid 
to the national organization. 

The committee further recommends that under this plan of 
economical operation it will be impossible to employ the full- 
time services of a managing secretary. Therefore, the presi- 
dent should select some very capable, aggressive executive 
who is willing to contribute much time and effort to the good 
and welfare of the organization. Rather than pay such a man 
a definite salary or fee, it is recommended that he be remu- 
nerated at the rate of $2 per membership, collected until such 
time as the officers of the organization can bring the finances 
into proper shape and safely employ a full-time executive at 
the salary he may demand. It is obvious that no individual 
can be requested to do this job without some remuneration 
and this plan provides a minimum remuneration in actual 
keeping with the activity that this executive will do i. bring- 
ing about an improved membership and actual payment of 
dues to the national treasurer. 

Nothing is more important at this time than a sane, ag- 
gressive operation of the organization. The committee be- 
lieves that the men will be willing to pay dues to the national 
organization if they can be assured that the organization will 
function to the benefit of the entire profession. 


The committee, therefore, further suggests that the presi- 
dent and his associate officers select a man who is known for 
action and activity and a willingness to give unselfishly in this 
endeavor—otherwise our entire cause will be without success. 
The committee further suggests that we now benefit by our 
experience and that the officers of the organization make no 
appointments that cannot be subject to change if proper action 
of the individuals selected is not forthcoming and consistently 
sustained.—J. W. Campbell, Howard Oehler, W. L. Stens- 
gaard. 


Upon motion, the annual dues were fixed at $10 per annum, 
as recommended in the report of the finance committee, ef- 
fective January 1, 1934. It was urged that displaymen every- 
where enroll as members at once so as to provide funds for 
immediate work on the new program. Members of the I. A. 
D. M. who have not paid their current dues are requested to 
pay $5 for the period ending this year, which also will mean 
financial assistance in carrying on the work. 


Then followed the election of officers. Carl V. Haecker, 
Montgomery Ward & Co., Chicago, in spite of his refusal, was 
elected president unanimously and agreed to serve if not ob- 
jectionable to his company. Mr. Stensgaard asked all to 
promise Mr. Haecker their full support and the assembly 
rose to its feet, J. H. Everetts, display manager, M. L. 
Parker Co., Davenport, Iowa, was elected treasurer, and Geo. 
W. Westerman, display director, Commonwealth & Southern 
Corp., Jackson, Mich., secretary. 


The conference closed with a final plea by W. L. Stens- 
gaard that the displaymen of the country give the association 
adequate financial support, not only in the immediate payment 
of dues but in additional contributions. A big job has been 
undertaken under able leadership, but the officers cannot do 
the job without the united support of every displayman in 
America. The dues are as low as possible to carry on the 
work that is planned and membership in the association is 
the best insurance that the disp)ayman can purchase to pro- 
tect his own future. 





READY-TO-LETTER 
CHRISTMAS CARDS 


Smart, new designs in ready-to-letter Christmas display 
cards have been announced by Erker’s, St. Louis, Mo. These 
show cards have been produced in water color to conform to 
the poster colors applied by the card writer. They provide 
at reasonable cost the opportunity for every retailer, from the 
largest to the smallest, to permeate the entire store with 
Christmas atmosphere. Illustrated folder will be gladly sent 
to anyone upon request. 











October, 1933 


DES MOINES DISPLAY CLUB 
Reported by 
MOIE HAMBURGER 


An unusually interesting program featured the meeting 
held October 3. Members were notified by telephone and post 
card and as a result “a goodly crowd was there.” The busi- 
ness of the day was discussed, which included the announce- 
ment of “Iowa Day,” which on this occasion will be spon- 
sored by the Junior Chamber of Commerce; also that printed 
window cards will be furnished to all merchants. The cards, 
ready for the sale copy, are distributed by the displaymen. 

To begin the program, Moie Hamburger reported on the 
various steps taken by the Iowa-Nebraska displaymen’s con- 
vention held in Omaha, September 24 and 25. Here it was 
decided that the next convention will be staged in Des Moines. 
Much enthusiasm was shown in the election of officers and 
plans for the ensuing year. 

New ideas in displaying men’s wear were presented in a 
joint demonstration by assistant displaymen Verle Lutz, 
Frankel’s, and Harry Caster, The Utica. Emphasis was 
placed on proper form and shirt mounting and color harmony 
in accessory groupings. 

In the concluding part of the program, Harry Krinklaw, 
assistant displayman J. C. Penney Co., presented a very in- 
teresting demonstration on picture enlarging and painting by 
use of two types of projectors. In this, besides showing their 
many advantages over free-hand drawings, he drew sketches 
and invited some of the boys to do likewise. More than an 
hour was spent in this demonstration and as a result many of 
the members who find use for projectors are planning to either 
construct or purchase machines. 

The Chamber of Commerce of Newton, Iowa, thirty-five 
miles from here, invited a group from the Des Moines Display 
Club to judge a window contest in their annual Harvest Festi- 
val. The representatives were Max Berck, Frankel’s, presi- 
dent of the club; Fred Schoonover, The Utica; George Kuch- 
aro, Hugh Lyons Co., and Moie Hamburger, Des Moines Dec- 
orating Co. 

The streets were well crowded, which made it necessary to 
wait until nearly 10 o’clock before the windows could be 
judged. Basis for winning was originality, sales value, color, 
balance, and neatness. Fifty windows were viewed and 
divided into two groups, i. e., wearing apparel and miscel- 
laneous. 

An invitation was extended all Newton displaymen to visit 
the Des Moines Club and to attend the Iowa-Nebraska con- 
vention next year in Des Moines. The group of Des Moines 
displaymen was glad of this opportunity to become better ac- 
quainted with the work of one of its neighboring cities. 

The Des Moines Display Club finds that informative and 
educational meetings, in which the displayman benefits by 
attending, prove most interesting and practical. 

In addition to the several new specialty shops recently 
opened here, Des Moines has added one ladies’ ready-to-wear 
and accessory stere, which brings back to us Barney Berck, 
formerly of this city, as display manager. 





SEATTLE DISPLAYMEN’S CLUB 
Reported by 
W.C. STEWART, SECRETARY 


The Seattle Display Men’s Club held their weekly meet- 
ing at the Bergonian Hotel, September 28, at 7:30, with forty- 
five members and five out-of-town visitors present. After a 
shert business meeting a few moments of entertainment by 
Miss Esther Haga, violin, and E. Clare Harding, marimba- 
phone, continued the program. 

Then Jack T. Chord, Editor DISPLAY WORLD, gave us 
a very interesting address on the display profession, past, 
present and future. After a short recess Mr. Chord continued 
his talk with a few ideas on display, contrasting the Conti- 
nental and American ideas. All the members got a lot of new 
ideas from his talk and we all hope to have him back up to 
talk to us again. 

Plans for the autumn dinner-dance, to be held at the 
Seattle Elks Club, Saturday, October 14, were discussed and 
tickets were placed on sale. A. T. Stewart of I. Magnin’s 
chairman of the community fund drive, gave his report on the 
progress made so far. It was announced that Bert Swizer, 
Tacoma, who supervised the installation of the Washington 
exhibit at the Century of Progress in Chicago, will be the 
speaker at the meeting next Thursday. 

R. E. McWain of Penney’s, Seattle, president of the Pacific 
Coast Association of Display Men, told us briefly of the prog- 
ress being made on the membership drive. It was the best 
meeting ever held by the Seattle Club. 
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That's Why They 


SELL HOSIERY 


The importance of the hosiery section in de- 
partment or specialty store as a profit-maker in 
itself and a business-getter for the establishment 
cannot be overstated. 


Merchants know that the store that commands 
the hosiery trade of the community enjoys a rank- 
ing position. And that is why you cannot afford 
to overlook the effective sales promotion of this 
merchandise. 


Show window, show case and counter display 
of hosiery on modeled hosiery forms is at once 
the most effective, most economical and most 
productive method of getting the customer’s at- 
tention and patronage. 


There are models in the self-standing FAIRY 
FORM family for every type of hosiery. Try 
them and be convinced as have displaymen and 
retailers throughout the country. 


Order from your jobber or 
write direct for full information. 


SHOE FORM CO. Ine. 
AUBURN, N. Y. 
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appearance indefinitely. 
and numerals—5 feet of base track. 
Individual Letters, 344c ea. 
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SMART 
SIGNS 
EASY—WITH 
BLOCKART 
THE NEW 
CHANGEABLE 


METALLIC TYPE - LETTERS - NUMERALS 


The richest and most effective display lettering yet produced. 
Letters are 14” high, 4” thick—are strong—will retain original 
Put up in standard sets of 100 letters 


ONLY $3.C0 per set 
Distributors’ Propositions Available 


THE BLOCKART CoO., 29 W. 15th St., New York City 
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See next issue DISPLAY WORLD for 
highly important announcement of 


Changeable Neon signs. Meantime, write or wire 
for information. 


CHANGEABLE NEON EQUIPMENT CORP., Cincinnati, Ohio 














Pep up Christmas windows with 


Mechanical Displays 


Displays carried in stock and also 
built to order 





Character Display Co. 


3249 N. Herndon St. Chicago, Ill. 




















MAKE A START 


FOR 1933 


After the adjustments of the past year or two, there is a very 
definite interest among individuals and businesses to make a 
new start and to build for a future. 

Now is the time for you to fight a battle for work and for 
better pay. This can best be done in your case by starting 
now to make yourself proficient in the work you undertake to do. 


We Solve Your Problem With Our New 
Home Study Courses. 


Because you can pay in small installments worked out to meet 
—_ — —" Write us fully about your ambitions 
and present conditions and we will try to help you be pr 

for better times when they arrive. cd ia —— 


THE KOESTER SCHOOL 
Teaching Window Display and Card Writing 
367 W. ADAMS ST., CHICAGO 














The Fountain Air Brush 
THE AIR BRUSH OF THE PARTICULAR ARTIST 





The World’s Standard Air Brush for 

Over 40 Years 

Easy to handle and keep in order. 
Send for Catalog No. 52D 


Thayer & Chandler 


910 West Van Buren St. Chicago, Illinois 
































Only Manufacturers of 
ALL ARTICULATED 
MANNEQUIN 
Patent Applied For 
STANDS—SITS—LEANS 


gee BS, Sees, Mee Bee 
SIEGEL MANNEQUINS, INC. 


102 W. 37TH STREET, NEW YORK 
PENN. 6 949239464 


























ANIMATE with 


) @ REVOLVING MECHANISMS 
AnD. ..MOTORIZED 
REDUCTION UNITS ™®> 


MERKLE-KORFF GEAR CO...213 N. MORGAN ST. CHICAGO w. 











A SPECIAL PASTE 
FOR DISPLAY USE 

The Arabol Manufacturing Co., New York, have developed 
a large demand for Arabol paste for display use. It is espe- 
cially adapted for display requirements and is both depend- 
able and economical. An exclusive specialty is a stainless 
paste for crepe papers. Write the manufacturers for further 
information. 





NEWEST CHANGEABLE 
DISPLAY LETTERS 


A new changeable display letter, known as BLOCKART, 
has just been introduced to the display field by the Blockart 
Company, 29 West Fifteenth Street, New York. It was real- 
ized that there was a real need for an attractive cut-out 
changeable letter that could be used for all types of general 
display or sign use, such signs to be easily changed when de- 
sired. The result is a modernistic letter or numeral made of 
composition board and finished with a metallic foil face in 
either gold or silver. The letters are 1%4 inches high and, 
4 inch thick, have a very substantial appearance and are thor- 
oughly in keeping both as to style and color with the latest 
ideas of modernistic displays. When in use, the letters are 
held in an effective display base track. 

These BLOCKART letters have been made up into prac- 
tical workable sets consisting of 100 letters, numerals, dollar 
signs, etc., with sufficient base tracks. Although these sets 
have just made their appearance, they are already in heavy 
demand due to their attractive appearance and the extremely 
low selling price. 
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A Guide for National Advertisers ~ °°’ 





ALBANY, N. Y¥.—Windo-Craft Display Service, Inc., 376-378 Pearl 
St., Buffalo, N. Y. Branch offices: 659 Broadway, Albany; 518 S. 
Clinton, Syracuse; 185 St. Paul, Rochester. 





ARIZONA—Codd Advertising Service, 16 North Scott St., Tucson. 
Include Tucson in your next campaign. 





AUSTIN, TEXAS—Livingston Display Service, 205% W. Sixth St. 





BUFFALO, ROCHESTER, ERIE, SYRACUSE and WESTERN 
NEW YORK—Dependable Installation Service. National Window 
Display Service, Inc., 814 Stock Exchange Bldg., Buffalo, N. Y. 





BUFFALO AND VICINITY—Victory Sign and Display Studios, 
39 W. Chippewa St. First-class window installation service at reason- 
able rates. Large and reliable. Satisfaction guaranteed. 





CALIFORNIA—Parmley Window Display Service, 1220 W. Pico St., 
Los Angeles, and 869 Folsom St., San Francisco. Branch offices and 
warehouses at Oakland, Fresno, Sacramento and San Diego. 





CALIFORNIA—Sun Advertising Co., 1014 Seventh St., Oakland; 
1534 Sunset Blvd., Los Angeles; 129 Sacramento Street, San Francisco. 
Branches at San Jose, Sacramento, Fresno, Santa Rosa, Long Beach, 
San Bernardino, San Diego. Largest, oldest, reliable service. 





CHARLOTTE, N. C.—Window Display & Interior Decorating Co., 
307 Builders Bldg. ‘Territory: Two Carolinas and Tidewater, Va. 
“Outstanding Service, Home of the Little Things That Count.” 





CHICAGO, ILL.—Fisher Display Service, Inc., 560 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CHICAGO, ILL.—Neighborhood Stores Display Service, Inc., 509 
Sovth Franklin Street, John Sanders, General Manager. A modern 
display organization covering Chicago and suburbs completely. Estab- 
lished 14 years ago. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





CLEVELAND, OHIO—Modernistic Adv. Service, 3288 Kildare Rd., 
Cleveland Heights. Window installations that sell goods and house- 
to-house advertising distributors. A responsible coverage of the 
Cleveland market. 





CODY, WYO.—Headquarters of The Sherwood Display Service, 
catering to national advertisers who desire better installations in 
Montana and Wyoming. 





COLUMBUS, OHIO—F. Altman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 





HUNTINGTON, W. VA.—West Virginia Advertising Co., 423 Ninth 
Street. A modern service that satisfies its clients. A trial will con- 
vince you. 


LOUISVILLE, KY.—Louisville Display Service, 1002 S. Sixth St. 





NEW YORK, N. Y.—Excelsior Window Trimming Corporation, 
5 Union Square, covers metropolitan New York as far south as Tren- 
ton—the world’s richest market. We install ‘“‘merchandised” displays 
that create sales instead of ordinary installations. References from 
any national advertiser we have ever worked for. Write for booklet, 
““Merchandised Window Displays.” 

















DISPLAY SERVICE 
COMPANY 


110 West 40th Street New York, N. Y. 








A superior installation service for national advertisers 
| who want effective rather than “cheap” window displays 

—in retail stores in Metropolitan New York, Northern 
| New Jersey and Connecticut. 


| BRANCH OFFICES 
| 1039 Springfield Ave. 365 West Market St. 
| 

Irvington, N. J. Newark, N. J. 























NEW ORLEANS, LA—I. L. Lyons & Co.. Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake Charles, 
Lafayette, Monroe and Shreveport. 
Window Display and Service Department 


S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd 














OKLAHOMA CITY, OKLA.—Oklahoma Wind-O Display, Inc., 
1643 W. Main St. Tulsa and Oklahoma City. 





PHILADELPHIA, PA.—Hanick Display Service, N. E. Cor. llth 
and Wood Sts. A unique display service for national advertisers 
covering Pennsylvania, New Jersey and Delaware. Write for a list 
of satisfied clients. 





PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St. 
Write L. M. McMahon for data concerning southern New England 
territory. 





QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 





RICHMOND, VA.—Robert Waitt, 523 E. Main St. 





ROANOKE, VA.—Roanoke Window Display Service, Box 1146. 





SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Serv- 
ice. A. H. Olson, Manager. A reliable and established display service. 





STAUNTON, VA.—Frank B. Holt, Advertising and Display. Sat- 
isfactory service for Western Virginia. Write for map. 





VERMONT—Hope Advertising Service, 6 Cliff St., Orleans. 
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The Ideal Material for Window and Interior 
Store Decoration for the Holiday Season 


In addition to the two special Holiday designs shown here, COROBUFF comes 
in 31 vivid, flashing colors—in rolls 30 inches wide and 40 feet long. 


Thousands of retail stores, department stores, chains, specialty shops, etc., are 
using COROBUFF, not only because of its economy, but because no other mate- 
rial will give the clean, brilliant effect, and can be used in so many different ways. 


Cover pillars, use as wall frieze, line showcases, trim windows — any place 
where you want color and charm. 


Price $3.00 per roll, F. O. B. New York, (excepting silver and gold, which is 
$3.75 per roll, 30 inches wide by 20 feet long). 


NOTE—The design at top of this page is silver stars on a midnight blue background. 
At the bottom, the Santa Claus design is in seven colors, silver stars on a blue back- 
ground. Brilliant reds, grays, browns, etc. Price $3.00 per roll, 30 inches wide by 20 
feet long. The Santa Claus figures may be cut out and will stand alone without easels. 


Sold by Display Men All Over the Country, or Write 


WINDOW ADVERTISING, inc. 


300 FOURTH AVENUE, NEW YORK CITY 
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